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*ARB—Philadelphia Metropolitan Area Report—October 1957. WRCV-TV wins a 35.6% share of audience—sign- 
on to sign-off, Sunday through Saturday— making it the Number 1 Station in the nation’s 4th market! 
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One of the TOP 


News Operations 
of the Nation! 


Russ Van Dyke's 10 P.M. news rating 
of 44.6 on Sunday is the highest of 
all* shows in the Des Moines market— 
network or local. Sunday thru Friday 
Rating Average: 40.6 

* Tied with Ed Sullivan for Ist. 


That's one of the TOP RATINGS in the 
NATION for evening news in multi- 
station markets. 


wi! 
ROS ALL OTHER NEWS, SPORTS AND LOCAL 


_. SHOWS PULL THE OUTSTANDING RATINGS, TOO! 


THE LEADING NEWS - SPORTS - ENTERTAINMENT - 
PUBLIC SERVICE STATION IN DES MOINES! 


ARNTLY 


Full Power Channel 8 in lowa r 
| 
A COWLES OPERATION Mn 
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“He must know 
a good spot” 































Like the timebuyers at Batten, Barton, Durstine & Osborn. 


Major buyers of spot television, they are sure-footed pros at 
getting the most for their clients’ advertising dollars. 


They base their choice of media on a wealth of information 
compiled by their own research department. And they make 
good use of the market and availabilities data supplied by 
CBS Television Spot Sales. 


Their choice? In Philadelphia, BBDO has placed 11 top-rung 
accounts on WCAU-TV during the past year...including such 
big-timers as Lever Brothers, American Tobacco, Wildroot, 
Cream of Wheat, Liberty Mutual, DuPont and California Oil. 








| Clearly, BBDO knows a good spot to be in. Why not let their 
experience be your guide? Join the 393 different national spot 
advertisers currently using the 13 stations represented by... 


CBS TELEVISION SP@T SALES 


wcsBs-Tv New York, wHCT Hartford, WCcAU-TV Philadelphia, wrop-TvV Washington, 
WBTV Charlotte, wBTW Florence, WMBR-TV Jacksonville, Wx1x Milwaukee, 
WBBM-TV Chicago, KGUL-TV Galveston, KSL-TV Salt Lake City, KOIN-TV Portland, 
KNxT Los Angeles, and THE CBS TELEVISION PACIFIC NETWORK 
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Marketing Area!* 
80% to 100% coverage in 
20 of these counties!* 





























63% of more than a 
million TV homes! 


Sure, you get top coverage with WJAC-TV, but to make 
the picture even brighter, you get amazing audience loy- 
alty and program appeal! In the Johnstown-Altoona 
area, during the 7:00 to 11:00 p. m. period, WJAC-TV 
leads in 105 periods, while the competition leads in only 
7. Put yourself in this picture—cash in on Pennsyl- 
vania's 3rd TV market with WJAC-TV. 


*Nielson Coverage Services—Report No. 2 (monthly coverage percentages) 


\\ details ; 
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Ask your KATZ mo 
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31 TV AND THE CORPORATE CHALLENGE 
Big business can reach its multiple 
publics through the medium of video 


37 HOW NABISCO TOPS THE FIELD 
More than half of the baking firm’s 
ad budget of $13 million goes to tv 


40 CAGER GATE GROWING 
Video basketball booms attendance 
for both pro and college hoop games 


42 PET FOODS AND PET SHOPS 
Tv proves a sales builder for large 
and small firms in a very rich market 


44 HOW BIG IS THE SPORTS AUDIENCE? 
Large indeed—but few would pay for 
even the World Series on toll video 


DEPARTMENTS 
13 Publisher’s Letter 49 Washington Memo 
Report to the readers Tv and Capitol Hill 
17 Letters to the Editor 55 Spot Report 
The customers always write Digest of national activity 
23 Tele-scope 63 Wall Street Report 
What's ahead behind the scenes The financial picture 
25 Business Barometer 65 Station Directory 
Measuring the trends Quick guide to tv stations 
27 Newsfront 73 In the Picture 
The way it happened Portraits of people in the news 
47 On Film 74 In Camera 
Roundup of news The lighter side 











TO TURN RANDOM 
TUNERS INTO 
VETERAN VIEWERS 


DWENTURE 





Now —in many markets—three 
great adventure-action series 
combined into one great 5-day- 


| a-week show! Why pay a pretty 


penny for programs when you 
can get top-rated series in your 
market and hold on to all of 
your own cash! For complete 
details about this new plan, 
phone today. Or wire Michael 
M. Sillerman at TPA for your 
market’s availability. 





Hurry! Markets are 
being reserved 
today! Wire or 
phone for private 
screening! 


Television Programs of America, Inc. 
488 Madison Ave., N. Y. 22 ¢ PLaza 5-2100 
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LOOK WHAT’S 








TO HAPPEN 


IN “BIG D”! 
“MAVERICK” 


National ARB 20.7 
WFAA-TV ARB 31.5 








“CHEYENNE” 


National ARB = 26.3 
WFAA-TV 33.5 


he 


(and growing bigger every day) 


“BROKEN 
ARROW” 


National ARB 19.7 
WFAA-TV ARB 27.3 








These are just a few of the rating highlights 
which have made WFAA-TYV the new and 
dominant leader in the greater Dallas- 


Fort Worth market. Today WFAA-TV 








“WYATT EARP” 
delivers the biggest audience in its history — National ARB = 32.1 


WFAA-TV ARB 35.5 
NUMBER ONE from sign-on to sign-off! 


For the most amazing rating story you 








ever saw, check your October ARB or contact “PAT BOONE” 


National ARB = (22.1 
your PETRYMAN for full details! wraa-tv ars 29.1 


WFAA-TV 


DALLAS - CHANNEL 8 








“LAWRENCE WELK” 


National ARB 29.1 


A television service of The Dallas Morning News WFAA-TV ARB 31.3 
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Rochesterians Know 
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WHAT'S WHATNIK! 


Of all the things flying about the air, these 
days, the ones that interest Rochesterians 
most are the fine programs (the best of CBS 
and ABC!) carried by Channel 10! That’s 
why most Rochesterians prefer to tune in 
Channel 10 when they seek a pleasant eve- 
ning’s entertainment. — That’s why smart 
sponsors buy the “Big 10” in Rochester, N. Y. 











THE BOLLING CO. (WVET-TV) 


NATIONAL RESENT 3 
_ — EVERETT-McKINNEY (WHEC-TV) 






Im Rochester, N. Y. 
if ALL 
ADDS UP TO 
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the symbol of 


“Lhe Best Show 


995 
of the Season 
Marie Torre, N. Y. Herald Tribune 

















Over 50,000,000 Americans saw the General Motors 50th Anniversary Show on NBC Television on 
Sunday night, November 17. It averaged a 54.1 share of audience—more viewers than watched all other 
networks and local stations combined. 


Jack Gould, The New York Times, wrote: “. . ; rewardingly experimental in approach . . . artistic 
television of a high order . . . enormous style and imagination . . . followed no usual or conventional 


pattern .. . It was a long forward step in creative musical work on television.” 


Paul Molloy, Chicago Sun-Times, called it “. . . a spectacular blend of entertainment and thought 
. . Clacking off sparks of emotion like the belly of a braking train.” 


Jack O’Brian, N. Y. Journal-American, wrote: “There could hardly be a bigger show this season.” 


Helm, Daily Variety, wrote: “It had that golden glow from stem to stern . . . RCA color had the 
magnificence of a rainbow.” 


Herschell Hart, Detroit News, said: “It was worthy of the sponsor’s half-century celebration.” 


John Crosby, N. Y. Herald Tribune, stated: “I know of no other medium except television .. . 
that would have done anything as unusual as the General Motors Show.” 


The General Motors 50th Anniversary Show was an NBC Television production, written by Helen 
Deutsch and produced by Jess Oppenheimer. It takes its place with other great shows already seen 
on NBC this season—for example, Green Pastures, On Borrowed Time, Pinocchio, The Pied Piper of 
Hamelin and Annie Get Your Gun. It is also a measure of others yet to come—Maurice Evans in 
Twelfth Night; the NBC Opera Company production of Dialogues of the Carmelites; and the 
Shirley Temple Story Book series. 
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the more you compare balanced programming, 
audience ratings, coverage, or costs per thousand— 


or trustworthy operation—the more you'll prefer 


WAVE Radio 
WAVE-TV | 


LOUISVILLE 
NBC AFFILIATES 
NBC SPOT SALES, EXCLUSIVE NATIONAL REPRESENTATIVES 


WFIE-TV, Channel 14, the NBC affiliate in Evansville, 
is now owned and operated by WAVE, Inc. 





Letter from the Publisher 
The Ratings Watchers 


The network program ratings have been watched very closely 
by the experts in the past four weeks. Nothing is hotter than a 
hot Trendex report. The Nielsen ratings are carefully analyzed. 
The ARB national ratings are scrutinized and compared. A rating 
pocket piece is practically standard equipment for those who live 
from one report to the next. 

Entirely overlooked in the network rating battle is how the 
syndicated shows are doing on an individual-market basis. The 
ability of a station management to program syndicated shows may 
mean the difference between the station being first, second or 
third in its market. It is interesting to observe in looking at the indi- 
vidual-city rating reports of both ARB and Pulse how important 
the syndicated shows are in the over-all program structures. 
While there has been, and will continue to be, an anticipated 
mortality of network programs, the staying power of the syndicated 
programs is very strong. The syndicator, of course, once he is in 
production on a series, has to produce a product good enough to 
stand up over 39 episodes. If he doesn’t, he stands to lose a barrel 
of money. The station has more flexibility in terms of program- 
ming its syndicated shows, moving them around in key time slots. 
The station doesn’t have to worry about the time-zone problem 
and therefore is able to produce a good rating story with its syndi- 
cated film shows. 

Such programs as Ziv’s Highway Patrol, TPA’s Hawkeye and 
The Last of the Mohicans, CBS Film Sales The Whistler, MCA’s 
Soldiers of Fortune, California National’s Man Behind the Badge, 
Official’s My Little Margie have remarkable durability and cet 
sizsble ratings month in and month out. It is an indication that 
syndicators may be more carefully attuned to program test on a 
market-by-market basis than are the network program neople. No 
one can deny that film syndication is a basic art of the individual 
station’s programming. 


RTES Seminars 


The tremendous response to the Radio and Television Executive 
Society Time Buying and Selling seminars indicates the very 
real interest of both buyers and sellers in knowing more about 
the mechanics of spot tv. There are a lot of new buyers who are 
anxious to get elementary information, and the seminars are an 
ideal school. More experienced timebuyers are given here an 
opportunity to discuss the latest developments and methods of evalu- 
ating time purchases and to compare the opinions of others with 
their own. 

The program schedule this year indicates that a great deal 
of thought and hard work went into its planning. Attendance 
averages of around 250 persons per session indicate the high 
valuation which RTES members place on the topics selected and 
the speakers who have agreed to discuss these subjects. 

Sam Cook Digges, general manager of wcBs-tv New York, 
and Claud Barrere, executive secretary of RTES, are to be com- 
mended on the high quality of this year’s seminars, and the service 
they are doing for the industry. 


Cordially, 


Ly. Haak 





Something New under the 
Texas Sun, lucky Channel 7 
is a “Natural” for family 
entertainment. 





Venard Rinotul 
And McConnell, Inc. 


Clarke Brown Co. 
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on your list! 


VcENTRAL and SOUTHERN ALABAMA. 


You reach Central and Southern Alabama — containing one- 
third of Alabama’s population and retail sales—only through 
WSFA-TV. You cannot cover this big, rich market with any 
other TV station or combination of stations. 

Mark Central and Southern Alabama on your list . . . and 
buy it with WSFA-TV! 


* WSFA-TV’s 35 Alabama counties, including 29-county market 
area defined by Television Magazine 1957 Data Book, plus 
6 counties which have proved regular reception. Does not include 

3 Georgia and 3 Florida bonus counties. 





The WKY Television System, Inc. 
WKY and WKY-TYV Oklahoma City 
W'TVT Tampa - St. Petersburg 

Represented by the Katz Agency 
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Mark this market 


1,093,100 
population 


$1,062,690,000 


effective buying income 


$741,637,000 


retail sales 


$184,927,000 
food store sales 


$21,859,000 
drug store sales 


Sales Management Survey 
of Buying Power, May 1957 
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. ask any 
Oklahoman 


... about the mighty University of Oklahoma foot- 
ball team. Hang onto your hat! Chances are you’re 
talking to a rabid fan . . . and one who’s equally 
enthusiastic about WKY-TV for bringing him games 
he can’t attend himself! 

WKY-TV is the only Oklahoma City station 
ever to carry Sooner home games, It’s part of 
WKY-TV’s policy of bringing Oklahomans the tele- 
vision fare they want. Oklahomans respond with 
almost unbelievable loyalty, reflected in a con- 
vincing rating and coverage story that proves 
WKY-TV is your best buy. Ask your Katz man! 


WKY-TV 


OKLAHOMA CITY 


NBC Channel 4 





THE WKY TELEVISION SYSTEM, INC. 






ett Ge 
Pioneering 
Color TV 


* WKY OKLAHOMA CITY 
WTVT TAMPA - ST.PETERSBURG 


WSFA-TV MONTGOMERY 
Represented by the Katz Agency 


tl, 
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HOW BIG? 


27.4% 


MORE 
Ae HOMES REACHED 
DAILY... 





than by the other 
Rochester Channel. 
Nielsen’s figures tell 
our story better than 
anything we can say. 
No blue sky, you get 
the most mileage for 
your advertising dol- 
lars in the rich 13- 
county Western N.Y. 
area served by 
WROC.TV, on Chan- 
nel 5. 

WROC.-TV and only 
WROC-TV can guar- 
antee maximum cir- 
culation throughout 
the Rochester area’s 
307,750 television 


homes. 


Represented Notionally by Peters, Griffin, Woodward Television Soles 








Rochester's FIRST Station 








a eration 
Rochester Breadensting Center + Rechester 3.N.¥. + BUuler Sesc0 











SOURCES Sales Management Survey 1956. Nielson No. 2 Spring 1956 


Only ONE 


Continental Divide 


is atop the 


Serving both the Atlantic and 
Pacific Sides of America 


KXLF - TV4 


alelibaclite 

















Food for Advertisers 


Your “Billion Dollar Whipping Boy” 
(tv AGE, Nov. 4, 1957) is the first 
substantive thoughtful response to tele- 
criticism we have 


vision program 
seen. 

I hope it gets into the heads of a 
great many advertisers who are often 
put on the defensive by television’s 
critics. 

Daviw W. DoLe 
Leo Burnett Co. 
Chicago, Ill. 


Under Water Equipment 

It would be appreciated 
could supply us with the name and 
address of suppliers of tv equipment 
to be used under water for supervi- 


if you 


sion purposes in diving schools. 
W. Kopke 
Director 
Safety & Medical Equipment Co. 
Johannesburg 


South Africa 


Note: An inquiry directed to Mr. Al Rusten, 
Radio Corporation of America, Front and 
Cooper streets, Camden, New Jersey, should 
bring you the information in detail. 


Picture Switch 

The “In the Picture” 
TELEVISION AGE for November 4 car- 
ried an announcement of the election 
of Stephen C. Riddleberger to the 
office of vice president and comp- 


section of 


MR. RIDDLEBERGER 


MR. MORBY 


troller of the American Broadcasting 
Co. division of American Broadcast- 
ing-Paramount Theatres. It also car- 
ried an announcement of the appoint- 
ment of Ole G. Morby as co-ordinator, | 
(Continued on page 19) | 


Here’s Why 
It’s 


KQTV 


for Northwest lowa 


In Rockwell City, lowa, 100% 
KQTV. 


vieuw 





“The Continuing Certified Sidewalk 
Survey* for which I was the official 
observer shows what everyone in Rock- 
well City knows. KQTV is the station 
we watch,” 

Arthur 


Council 


Winnike 
Member 


Put your advertising dollars — 
where they count —on KQTV- 
NBC for Northwest lowa. 
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KQTV 


Fort Dodge, lowa 


Ed Breen, Manager 
Represented by: 
John E. Pearson Co. 





*The C. C. S. Survey certified by mayors, 
councilmen, chiefs of police, as of November 
9th, 1957, covers 12 counties, 29 towns, 


shows 47,652 UHF-KQTV homes. 
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Your year-round entree to the inner offices of key 
figures in television, advertising and business— 
the 1958 Television Age Yearbook. 


Here is the one book bound for a permanent spot 


at the fingertips of the busy executive because the 
1958 Television Age Yearbook lists anything 
and everything there is to know about television 
—bigger and better than ever—carefully indexed 
in handy single-source format. 


The 1958 Television Age Yearbook, currently 
in production, is the perfect setting for getting 
all-year attention from people most important to 
you. Be sure to reserve your space now. 
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Letters (Continued from page 17) 


broadcast operations for TFL Broad- 
casters Inc., the radio-television sub- 
sidiary of Time Inc. Both of these an- 
nouncements were accurate in every 
detail but, unfortunately there was a 
“mechanical failure” in the processing. 
The picture of Mr. Riddleberger ap- 
peared as that of Mr. Morby and 
that of Mr. Morby as that of Mr. 
Riddleberger. Our apologies to both 
of these gentlemen, and to our read- 
ers. To set everyone straight the two 
are shown again, above. 


Who's on First? 

1 agree with your information on 
the Lestoil story (October 7) that 
the campaign was highly successful 
in Springfield, Mass. However, the 
first station that Lestoil used for its 
product is the first station in that 
market, station WWLP, channel 22, 
in 1954. 

As a matter of fact, I don’t think 
they ever have advertised on station 





—_——_— 


TERRE HAUTE, | 


I 
I 
Indiana's 2nd Largest | 
1 
} 


oe ee 


TV Market 


pe mee ee 


251,970 
TV Homes 








BOLLING CO. 
NEw YORK 
cnrt_caecdé oso 


WTHI-TV 





WHYN-TV. Would you mind setting the 
record straight? 


WituuaM L. PutnaM 

President 

WWLP Springfield 

Note: To make certain there was no mistake 
in our article we have rechecked the ad- 
vertiser who tells us that while wWHYN-TV 


was used before ww tp both stations con- 
tributed to the success of the campaign in 


the Springfield market. 


Success Stories 
Would you kindly send us eight ad- 


ditional reprints of the TELEVISION AGE 
Auto Dealers article... . . 

BERNARD L. Kospres 

Sales Manager 

wsun-Tv St. Petersburg 


Would you please send me 50 re- 
prints of your special study on auto 
dealers — Success Story #33. 

Lamont L. THOMPSON 
Sales Manager 
wuct Hartford 








ACCURACY 


This word, in film processing, is a very important 
word indeed. 


People tell you that one film processing job 


is as good as another, and what the heck, what's the 


measure of accuracy, anyway? 


Well. To answer that one would take a very long time. 


Suffice it to say here that it’s summed up in 

all the operations of a processing job, where even 
the smallest details are of great importance. 

It shows everywhere, and it positively shines when 
the film appears on the screen. 


What we're talking about, of course, are the people 
and the operations at Precision Film Laboratories. 


Here attention to detail, sound, proven techniques 
are applied by skilled, expert technicians to 


assure you the accurate, exact processing your films 


deserve to justify your best production efforts. 


Accuracy is a must for TV —for industrials — for 
education—for all movies. 


you'll see iy and hear 


in everything, there is one best. . 





Prem CABORATORIES, tc. 
21 West 46th Street, New York 36, New York 


& DIVISION OF J A MAURER INC 


-in tim processing, it's Precision 
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gNO RATING GIB 


ow, Director of PULSE, INC. reports: 


“Qur August and September home interviews point 
yp the fact that Ziv shows repeatedly capture top 
rating, positions among syndicated programs.” 


YA 
He is seen here as he explains to PULSE interviewers how their 
findings are projected into accurate estimates of the size of 


audience of Ziv shows. 


Dr. Sydney Ros! 


WATCH ZIV'S NEW 
CONTEND a ‘4 s pa 
et : 3 \ 


GS! 
STARRING LL 
i ae 2 
>. V STORIES OF A DANGER 
LIV ON CAN ” LOVING MAN y 
' ; ON CANNED OXYGEN AND 1 cdl 
VD RAW COURAGE 
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IV SETS THE RATING PACE! | 














SYNDICATED SHOWS SYNDICATED SHOWS 


IN DAYTON IN ATLANTA a 


Jc TOPS Refer 3c TOPS eee 


SYNDICATED SHOWS SYNDICATED SHOWS 


IN PITTSBURGH fatiecoots 36.9 IN BALTIMORE “4 sore 138 


Pulse, Aug.’ 


7 35'T0P3 Flame 2:°T0P3 es 


SYNDICATED SHOWS cvedsebatens damned #3 roy ‘16. 5 
IN DETROIT #3 wo ANNAPOLIS. E 18 5 IN HOUSTON Pulse, Aug- "57 


























ARB, Sept. '57 


Sn TOPS Reema 3s" TOPS Bebe 


ANNAPOLIS . 


SYNDICATED SHOWS SYNDICATED SHOWS 




















ARB, July "57 








ZW SHOWS ETE Chen 


TIME AFTER TIME IN CITY AFTER CITY! 


From the top name in syndication come the top shows in continuing audience surveys! 





A splendid gesture to your customers— 
KPRC-TV, Houston. It’s such light 
and pleasant viewing! 


How is your New Year’s schedule? 


JACK HARRIS JACK McGREW 


Vice President and General Manager Station Manager 








The Channel 2 insignia at 
each station break insures 
uniform quality and suc- 
cessful sales. 


EDWARD PETRY & CO. 


National Representatives 
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WHAT'S AHEAD BEHIND THE SCENES Te i e-Sco p ec 





Van Heusen’s Pre-Holiday Drive 

The biggest tv advertising drive of the year in the ap- 
parel field was launched last month by Phillips-Van 
Heusen Corp. through Grey Advertising, New York. Cam- 
paign, called “Operation Tv Saturation” by the shirt 
company, covers the pre-Christmas period and is costing 
some $600,000 for the two months—an advertising figure 
that only one other apparel manufacturer can match in 
an entire year, according to a Phillips spokesman. Drive 
for the Van Heusen Century and Vantage shirts will build 
on the firm’s co-sponsorship of ABC-TV’s West Point 
Story by adding three spots on the Shirley Temple films 
aired over the NTA network, a series of six one-minute 
spots on Premier Performance over 129 stations and a 
two-week participating sponsorship of Suspicion on 
NBC-TV. All the commercials will feature Van Heusen’s 
star pitchman, Bert Parks. (Watch TELEVISION AGE for 
an upcoming story profile on Phillips-Van Heusen and 
its future television plans.) 


Uhf Report 

Nearly all of the uhf stations left on the air are in 
the black, a just-completed survey by TELEVISION AGE re- 
veals. Those that are not making money have cut their 
losses to the point that they feel they will soon reach 
a profit-making level. FCC records show that around 330 
uhf commercial licenses were granted after the end of 
the freeze, while just over 350 vhf stations were issued 
permits. Today there are about 400 vhf and 80 uhf sta- 
tions on the air. A complete report on the uhf situation. 
with comments from members of the FCC, will be in- 
cluded in the December 16th issue of TELEVISION AGE. 


Citrus Budget Heavy on Tv 

The largest slice of the Florida Citrus Commission’s 
total advertising budget for the first quarter of 1958, 
over $900,000 out of $1.7 million, is to go into tv. The 
commission has bought into Today, Garry Moore, Edge 
of Night and What’s My Line. Spot tv hasn’t been ruled 
out yet, but if it is used it will be on a less-limited basis 
than usual. Benton & Bowles, Inc., New York, is the 
agency. 


Is Ayer Move Significant? 

Industry savants are wondering if there’s any signifi- 
cance to the move of N. W. Ayer timebuyers to Phila- 
delphia and the fact that du Pont headquarters in Wil- 
mington are just down the road? Ayer took over the 
important du Pont paint lines on July 1. BBDO is cur- 
rently the agency for most of the other du Pont products. 


More Spot for du Pont? 
Advertising executives at du Pont headquarters are cur- 





rently showing increased interest in television spot. 
Whether or not their new research into this method of 
using tv will result in increased national spot schedules 
is still uncertain. Last year du Pont’s total expenditures 
in television spot came close to $1 million, with the big- 
gest share, $289,000, going into promotion for the com- 
pany’s line of automobile waxes and _ polishes. 


Grove Plans Unchanged 

At this time the status of each of the Grove Labora- 
tories, Inc., agencies remains quo, despite the firm’s mer- 
ger with Bristol-Myers, Inc. The agencies involved and 
the Grove products they handle include: Cohen-Aleshire, 
Inc., New York, 4-Way Cold Tablets, Antomine, Fitch 
hair products; Dowd, Redfield & Johnstone, Inc., New 
York, Citroid; Garfield Advertising, Inc., San Francisco, 
No Doz Tablets, and Gardner Advertising Co., St. Louis, 
Bromo Quinine. 


Most for the Money 

It costs only $1,420 at night or $1,050 during the day 
to reach a million people, the Television Bureau of Ad- 
vertising reports. Newspapers require advertising budgets 
of $10,790 and women’s service magazines $6,480 to de- 
liver that number, the same source reports. Figures were 
part of the bureau’s new wide-screen presentation, The 
Vision of Television . . . 1958, which was shown for the 
first time to advertisers and agency executives and mem 
bers during the third annual meeting in Chicago last 
month. 


U.S.-U.K. Program Exchange 

Arrangements for the presentation on commercial tele- 
vision in England on Dec. 7 of a kinescope of NBC-TV’s 
recent General Motors anniversary program have been 
made by Associated British Cinema, one of the commer- 
cial tv program contractors in London, and NBC Inter- 
national. According to NBC, the two-hour GM show has 
been made available to the United Kingdom audience 
through “delayed broadcast rights,” and Ron Rossen, 
representative for the London company, in making the 
announcement of the show’s acquisition for Britain, com- 
mented that he hoped the program would be the first 
of a regular exchange of tv shows of every nature be- 
tween the U. S. and England. The Dec. 7 British airing 
will carry no General Motors identification, but several 
English advertisers have bought spots on the show. As 
for the financial arrangements involved in the deal, Mr. 
Rossen carried British reserve to its most traditional and 
uncommunicable degree by keeping not only a stiff but 
a well-sealed upper lip when queried about monetary 
matters. 
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Transcontinent 
Television 
Corporation 

is proud to 
announce the 
acquisition of two 
major broadcast 
properties, 
WGR-TYV and 
WGER Radio in 
















Buffalo, the nation’s 
14th market. 


welcome... 


Serving over a 
million people in 
he 3 billion dollar 
Testern New York 
State area, plus a 
vast Canadian 
audience, and 
affiliated with the 
ABC Television 
and Radio 
Networks, these 
distinguished 
stations have an 
outstanding record 
of service to the 
community and to 
the advertiser. 
Transcontinent, 
with its policy of 
service, welcomes 
these additions to 
its family. 







































WROC-TV, Rochester « WGR Radio, WGR-TV, Buffalo 
WSVA Radio, WSVA-TV, Harrisonburg 
Represented by Peters, Griffin & Woodward 


Offices: 70 Niagara St. Buffalo, MOhawk 2300 
15 East 47th St, New York, Plaza 1-3030 
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Business barometer 


In August network television billings showed a customary gain after the usual 
pattern of declines in June and July. 








The copyrighted Business Barometer survey indicates that network billings for 
August were up 1.7 per cent over the billings a month earlier. 





While this overall pattern seems ordinary enough for network business a glance 
at the chart on this page shows that the entire network billings picture 
has been undergoing a change during the past twelve months. 





For instance, the highest peak in network billings in the 1954-55 line was in 
: May, when network billings were 61.3 points above the arbitrary norm of 
ons October 1953 on which all Business Barometer charts are based. 





During the next year, the 

1955-56 line on the 

chart, the high was 
a again in May and net- 
work billings were NETWORK BUSINESS 
95.2 points above the 
norm. This mark was 
n tied exactly in March 98-57 105 
lar (on the same line) 100 
5": when the network 95 
ork graph was 95.2 points 90 
a above the base. 85 
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1955-56 P 
But this year's line shows 7 
a distinct differ- 70 
he ence. The highest 65 
point in network 60 
billings, as indi- ss 
cated by the line, 1954-55 50 
came in December 15 
when billings were 10 
105.3 above the base. 35 
There was a peak in 30 
ord March, but here the 25 
point reached was 20 
only 102 points, and 15 
to again in May, but 10 
this reached only 
100.5 points. 


f { The latest report, for Au- 

es gust, while showing 
a gain of 1.7 per cent (as indicated above) was enough less than the 6.1 
per cent increase showed for the same month last year that the line on 
the chart actually crosses over the earlier line and ends at a point only 

| 90.1 points above the base as compared with a 91.5 point a year ago. 























to 


The significance of this change in billings is hard to analyze. Most observers 
believe that it is a continuance of the leveling-off pattern that has been 
noticeable for more than a year and which has been commented on repeatedly 
in the report. 


— se 





The exclusive Business Barometer report has been made by TELEVISION AGE each 
NI month since October 1953. Its accuracy is made possible by the continued 
cooperation of stations of every size in all parts of the country. 





These stations make reports on business activity in network, local and national 
Spot billings direct to Dun & Bradstreet on forms provided by TV AGE. Dun& 
Bradstreet prepares percentages from these reports and these percentages 
are furnished to the magazine. 





The report for local and spot billings for September will appear in the December 
16 issue of TV AGE. 
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CAN 
TALK 





Wv.B.C. 

Affiliated with Radio Stations 
WSAZ, Huntington & WKAZ, Charleston 
LAWRENCE H. ROGERS, PRESIDENT 

Cc. TOM GARTEN, C cial M 





Represented by The Katz Agency 
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BIG.. 


BUT PROOF IS THE 


REAL PAYOFF ! 


What people say they can do is not necessarily the same 
as what they have done (and can do). No different 
with television stations. WSAZ-TV has a long record 
of delivering more — at less cost — than any other sta- 
tion in its Huntington-Charleston market. The proof 
speaks loud and clear. 





With WSAZ-TV, you get more viewers than with the 
others combined. *Cost? WSAZ-TV gives you each 
1,000 daytime homes (9 A.M. to 5 P.M.) for $1.31. 
(Next-best station costs you 50% higher; last-place sta- 
tion, 584% higher!) 


Want nighttime homes (7:30 to 10:30 P.M.) ? WSAZ- 
TV delivers em at $1.30 per 1,000. (Next-best station 
charges you 84% more; last-place, 317% more!) * 

Not only do TV homes cost much less via WSAZ-TV 
— you also get a lot more of them at one time. In fact, 
WSAZ-TV delivers one-third more homes than both 
other stations combined! Plus a bonus coverage of 100 
counties in four states where industry generates a peak 
buying power of nearly four billion dollars this year! 


No need to talk big when you use WSAZ-TV. The pay- 
off IS big! And any Katz office can help you prove this 
happy fact to yourself. 


*ARB, June ’57 (based on 260-time frequency) 























uuvourmne Newsfront 


Razor commercials top ARB sample . . . page 27 


Critics pan, praise tv sales spots ...... page 27 


Theatre men hear hard facts on tv... . page 29 


Gillette First 


Size of audience and repetition seem 
to have influenced the popularity con- 
test for tv commercials for October. 

The American Research Bureau, 
whose diary-sample respondents across 
the country are asked each month to 





KFCC, not DCSS 

The political campaign of New 
Jersey Gov. Robert B. Meyner 
was handled by Kastor, Farrell, 
Chesley & Clifford—not by Do- 
herty, Clifford Steers & Shenfield, 
as reported in the November 18th 
TV AGE. 

KFC&C’s senior vice president, 
Lloyd Whitebrook, is the account 
executive for the agency’s po- 
litical clients. Besides the Meyner 
campaign, the agency also han- 
dled New York Mayor Robert 
Wagner—another overwhelming 
winner. 

Mr. Whitebrook, as a matter 
of fact, has handled the media 








campaigning for an impressive 
list of Democratic winners in 
these times of electronic politick- 
ing. A 1956 client, Sen. Joe Clark 
of Pennsylvania, won by 17,000 
votes against an Eisenhower plu- 
rality of 600,000 tallies. In °54 
when he headed his own agency, 
he campaigned for George M. 
Leader, governor of Pennsyl- 
and New York Gov. 
Averell Harriman. When he was 
with the Joseph Katz Agency 
(New York and Baltimore), he 
stumped for Gov. Meyner and 
Mayor Wagner in the 1953 cam- 
paigns. 


vania, 














write in their favorite commercial, 
gave Gillette top honors. 

The survey week corresponded with 
a part of the Gillette-sponsored World 
Series. It was the first time Gillette 
held first rank since the Series a year 
ago. 
While Gillette moved into its an- 
nual number-one spot, the Piel broth- 
ers for Piel’s beer held 


Hamm’s, 


onto their 
which like 
Piel’s has regional exposure, dropped 
from first to third. 

The wonderful wonderful Dodge 
commercials out of Lawrence Welk 
dropped from third to fourth. 

One of the newcomers to the list— 
in 13th place—is the Tip-Top Bread 
Lady, an animated spieler who re- 
minds one of Edgar Bergen’s fem 
dummy with a touch of vertigo, Effie 
Klinker. Ward Baking’s sales and ad 
manager August Guckenburger says 
the littlke woman was tested in three 
markets “in the dead of summer.” She 
almost doubled audience awareness, 


second place. 


he says. 

The Tip-Top Lady is being created 
by the trio that had a lot to do with 
the Piel brothers, Graham, Goulding 
& Elliot. 





Emily Tipp (Tip-Top bread) made the 


commercial top 20 for the first time. 





Other newcomers to the list of fa- 
vorites were Edsel, Twirl and Standard 
Oil. 
from the September list. 


There were a dozen returnees 


Several commercials moved up on 
the popularity scale. Alka-Seltzer went 





Gillette’s 
popularity during the series. 


topped commercial 


parrot 


from sixth place to fifth, September 
to October. Ivory Soap moved from 
19th to 15th. Falstaff was up from 
16th to ninth. Jello was in eighth place 
in June this year and returned in 
October to the same position. And 
Gillette was in 18th spot in August 
this year, returning to number one in 


October. 
BEST-LIKED COMMERCIALS 


Based on National Diary Sample, 
October 8-14th, 1957 


% Men- 
Standing Agency tion 
1. Gillette, Maxon 10.6 
2. Piel’s Beer, Young & Rubicam 7.1 
3. Hamm’s Beer, Campbell-Mithun 6.7 
4. Dodge, Grant 3.9 
5. Alka-Seltzer, Geoffrey Wade 3.2 
6. Winston, Wm. Esty 28 
7. Ford, J. Walter Thompson 26 
8. Jello, Young & Rubicam 2.2 
9. Falstaff, Dancer-Fitzgerald-Sample 2.1 
10. Maypo, Bryan Houston 19 
10. Schlitz, J. Walter Thompson 19 
12. Ballantine, Wm. Esty 18 
13. Tip-Top Bread, J. Walter Thompson 1.6 
14. Edsel, Foote, Cone & Belding 1.2 
15. Twirl, North Advertising 1.1 
15. Ivory Soap, Compton 1.1 


16. Standard Oil, McCann-Erickson 1.0 

16. Revlon, BBDO, Ehlrich, Neuwirth & 
Sebo; C. J. La Roche; Dowd, 
Redfield & Johnstone 10 

16. Kraft Cheese, J. Walter Thompson 1.0 


The Commercial 


It was a bad day on the big rock 
for the tv commercial. A bunch of 
persuaders—about 400—from the 


(Continued on page 29) 
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(Advertisement) 


T.V. spot editor 


A column sponsored by one of the leading film producers in television 
SARRA 


NEW YORK: 200 EAST 56TH STREET 
CHICAGO: 16 EAST ONTARIO STREET 


“The secret ingredient in Chock Full O’Nuts Coffee is money.” This theme is beau- 
tifully portrayed in a series of 60, 20, and 10-second spots starring Jean Martin who 
sings of that “heavenly coffee.” Dramatic effects of money showering like rain or 
money pouring from a counting machine point up lyrics built around “Better coffee 
no millionaire’s money can buy.” Produced by SARRA for CHOCK FULL O’NUTS 
CORP. through GREY ADVERTISING AGENCY, INC. 


New York: 200 East 56th St. 
Chicago: 16 E. Ontario St. 





The dual purpose of this live 60-second spot for Sportsman is to appeal to women 
from the gift angle, and to encourage men to buy the products for themselves. The 
device: a beautiful woman in a glamorous setting, telling the viewer how much she 
admires the type of man who uses Sportsman Grooming Essentials. Each product is 
identified and followed by the black and white silhouette of the Sportsman girl to 
tie in with the sponsor’s print advertising. Produced by SARRA for SPORTSMAN 
DIVISION OF RICHARD HUDNUT through NORMAN, CRAIG & KUMMEL, INC. 


New York: 200 East 56th St. 
Chicago: 16 E. Ontario St. 





Three well-known television characters—Kukla, Fran and Ollie (and some of their 
friends) —talk and sing about S&H Green Stamps in a series of live 60-second and 
20-second commercials that sell much harder than meets the eye—or the ear! Fran’s 
chats with her famous friends make a lively story of each spot. For a change of pace 
Fran is left out of some and the puppets do the entire commercial. Wherever possible 
the “S&H Distinguished Merchandise Catalogue” or the familiar S&H Shield is 
worked logically into the action. Produced by SARRA for THE SPERRY AND 
HUTCHINSON COMPANY through SULLIVAN, STAUFFER, COLWELL & 
BAYLES, INC. 

New York: 200 East 56th St. 

Chicago: 16 E. Ontario St. 





The problem here was to devise a series of TV commercials to sell Molson’s Export 
Ale in the Province of Quebec. (The law does not permit showing bottles or product- 
in-use.) Sarra’s solution: 60-second and 20-second spots, in French and English 
versions, that underscore enjoyment. In full animation, a friendly, sympathetic little 
character struggles through everyday predicaments until the Molson label assures 
him that “Life Can Be Pleasant.” For further identification, the label appears full- 
screen at the close of each commercial. Created by SARRA for MOLSON’S BREWERY 
LIMITED through COCKFIELD, BROWN & COMPANY LIMITED. 





New York: 200 East 56th St. 
Chicago: 16 E. Ontario St. 
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News (Continued from page 27) 


Madison Avenue agencies was gath- 
ered in the ballroom of New York’s 
Roosevelt Hotel for a session of the 
1957 eastern annual _ conference, 
American Association of Advertising 
Agencies. 

Elizabeth Pike, a Benton & Bowles 
vice president, was presiding over the 
Tv-Radio Commercials Workshop. She 
asked, “Where do we go from here?” 
The answer was straight into a fine 
hour for the critics—professional, 
would-be and part-time. 

A pro, Marie Torre, syndicated tv 
columnist and critic of the New York 
Herald Tribune, called the tv commer- 
cial an irritating insult to the intel- 
ligence that didn’t deserve a critic’s 
notice. 

Mike Wallace, ABC-TV’s | inter- 
viewer, had a rumble about his spon- 
sor’s commercial approach. 

The 400 chimed in with the Bronx 
prerogative for a number of the work- 
shop’s screened offerings. 

The first volley was fired by Marie 
and Mike, who were part of a panel 
facing the agency folks. Mike asked 
why tv critics didn’t give space to 
appraisal of the commercial. 

Miss Torre answered that most of 
them don’t warrant a critic’s attention 
for the above stated reasons. When 
the commercial comes on, she said, 
it’s “time to leave the living room.” 

She allowed, however, that she 
would stay around for the pitch from 
Alfred Hitchcock, Phil Silvers, Jack 
Benny and Garry Moore. She rather 
liked the Piel Bros., she said, but she 
understands they don’t sell beer 
(which would indicate that the beer 
company has let them run for two 
years merely as an enrichment of the 
national treasury of culture and is 
suing Gunther in Baltimore for imi- 
tating the brothers just for laughs). 

Mr. Wallace suggested that, since 
two hours a night is taken up with 
commercials, perhaps a box in the tv 
column citing good, bad and indiffer- 
ent commercials would be appropri- 
ate. He hinted that possible pressure 
from the newspaper’s advertisers 
might be a deterrent. Said Marie, 
“That’s a possibility . . .” 

She said she particularly disliked 
cigarette commercials that show a 
model going into ecstasies over a puff, 


deodorant plugs that help you get 
your man, the permanent-wave pitches 
and repetition—the latter a leftover 
from radio that’s not really necessary 
in tv. She urged the gathered to 
“make a friend out of the viewer” 
instead of applying the irritation. 

Mike asked her what she thought 
of the trend to the “seamy, leathery, 
tousled, hairy type of Marlboro man.” 

She thought he might have a meas- 
ure of realism, but would be nowhere 
selling Cadillacs. 

Marie turned it around and asked 
Mike what he thought of the commer- 
cials on his Sunday-night show. He 
said he wished the boys at N. W. 
Ayer would get off the “man’s kind of 
mildness” pitch current for his sponsor, 
Philip Morris (Ayer handles Philip 
Morris brand). But he implied that he 
was fairly docile on the situation, since 
a sponsor picking up a $45,000-time- 
and-talent tab each week maybe ought 
to have the sayso. 


Audience Gets Chance 


The 400, restive from the critical 
banter, got their licks in during a 
presentation by the Film Producers 
Association of New York, whose 30 
member companies are tv commercial 
producers. 

Bert Hecht of Bill Sturm Studios 
reeled off a trailer of commercials 
that was supposed to demonstrate 
“new and basic tv commercial tech- 
niques.” 

The trailer opened with that tasty 
opening for the Frank Sinatra show— 
sound waves over orchestra close-ups, 
then followed with a string of current 
commercials. 

The agency execs were reasonably 
attentive until a Ronson lighter com- 
mercial (Norman, Craig & Kummel- 
Bill Sturm Studios) rolled. 
hard sell plus, with rockets fired into 
space to introduce Ronson’s new Vara- 
flame. The railbirds hissed long and 
mightily. 


It was 


Ronson was followed immediately 
by an institutional soft sell from Tim- 


ken ball bearings (Sarra-McCann- 
Erickson). It got a solid round of 
applause. 

Other reactions included: Schick 


Razor (Audio-Benton & Bowles), the 
hiss; Charles Antell hair spray (Dy- 
namic-Katz Agency), loud laughter; 


Atlantic Refining (Robert Lawrence- 
N. W. Ayer), almost applause; Wheat 
Rice Honeys (Bill Sturm Studios- 
Kenyon & Eckhardt), mild laughter; 
Draft (Elliot, Unger, Elliot-Dancer, 
Fitzgerald, Sample), split reaction— 
light laughter and a single handclap. 

The agency folks had no reaction to 
several of the commercials, including 
another one from Ronson, a “take tea 
and see” spot, a Safety Plate Glass film 
and others. Also included was a spe- 
cial presentation by Cunningham & 
Walsh. Seven commercials were screen- 
ed, each demonstrating the use of one 
of the seven lively arts. 


Johnston on Tv 


There are four facts about com- 


mercial television which theatre 
owners should face squarely, Eric 
Johnston, president of the Motion Pic- 
ture Association of America told a 
meeting of the Theatre Owners of 
America in Miami Beach last month. 

They are: 

“1. Commercial television has put 
40 million screens into the homes of 
America within 10 brief and spectac- 
ular years. Today 80 per cent of 
America’s households have television 
sets. Their number will increase and 
they will improve in technical quality 
in the years ahead. 

“2. Commercial television has sup- 
planted our 19,000 theaters as the 
chief purveyor of mass entertainment 
in the United States. Its audience is 
almost five times bigger than ours. 
Television competes directly with us 
for the leisure time of America’s pop- 
ulation. 

“3. Commercial television has an in- 
satiable appetite for program material 
of all kinds. It relies heavily on mo- 
tion pictures, on filmed programs. Tele- 
vision’s appetite for film will increase 
—it will not diminish—in the years 
ahead. 

“4. Commercial television can pay 
for what it needs. It is already a 
gigantic industry. This year television’s 
total advertising revenue will come to 
$1.3 billion—more than the total an- 
nual receipts from all the theaters in 
the United States. It is estimated that 
in five years television’s income will 
reach $2 billion. This is 


much as American pictures take in an- 


almost as 


(Continued on page 64) 
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; Ask Blair-TV ei 
WHO nT 
WANTS Channel 2k 





TO 
ARGUE 
ABOUT 
4’ 
PER 
CENT 


KFJZ-TV 


In Dallas/Fort Worth, the tightest 4-station market in America, the 
front runner in the share of audience race has a scant 4.6 per cent 
lead* — searcely a neck ahead of the station running fourth. 





With more diversified programming product than any other station 
in America, we’re hardly winded. 


‘Dallas/Fort Worth combined ARB, October, 1957 sign-on to sign-off, seven days a week. 
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Tv and 





the corporate 
challenge 


Big business 


can reach its multiple publics 
with the 


sight-sound medium 


t is important to America’s big corporations 
l that they find a means of reaching—and tell- 
ing their story to—a number of differing 
“publics.” 

These publics include: employes and labor 
management; plant communities; customers; cus- 
tomers’ customers; shareholders; government, 
and people. 

Television is proving to be the best medium for 
reaching each. 

This is the vital fact that the Television Bureau 
of Advertising is proving with considerable suc- 
cess in its new presentation intended primarily 
for corporate management. Titled Television and 


Your Corporate Image, the material was created 
and developed under the supervision of Halsey 
V. Barrett. TvB national sales director. It is a 
color-slide presentation which includes much new 
and hitherto unavailable material on the tele- 
vision audience, its universal appeal and the way 
some large and successful companies have used 
tv to answer their problems of communicating 
with people. 

It has already been shown to a number of cor- 
porations and their agencies and will eventually 
be presented to many more, including all of the 
top 200 American corporations. 

Television and Your Corporate Image. the 





CORPORATI 








PELEVISION 
AND YOUR 
IMAGI 








Tv explains company aims... 


bureau explains, is a _ presentation 
which discusses the relationships of 
the company with its publics, the rela- 
tionships of the public and television, 
and how the concepts and objectives 
of a corporation can be presented to its 
public through television. 

Today, it is pointed out, every com- 
pany is conscious of the importance to 
future growth of getting new ideas— 
for products or services—quickly ac- 
cepted and applauded. The corporate 
“personality” established today can be 
the basis for tomorrow’s profits. 

“The - Baron - on - the - Hill” era of 
American business is long since dead. 
No longer is any American corporation 
an island unto itself. Today’s most 
precious corporate asset, and greatest 
challenge, is people. The problem, 
then, is how best to reach them and 
communicate to them the corporation’s 
ideas. 

Television is America’s greatest com- 
munications medium because all but 
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1. Audio-visual training 
improves learning: 


Sight plus Sound plus Motion Teaches Faster—Better 


2. Television- 
tanght students do better 


35% more than lecture 


42% taster 


% with A or B Grades 
TV TEACHING REGULAR TEACHING 


52% greater retention 
46% 30% 





. + « sight and sound faster... 


three per cent of the nation is within its 
reach and because it is the most per- 
sonal and “alive” of all the mass media. 

It is the shortest distance between 
two minds . . . between the company 
and its public. A leading American 
corporation has sales volume in the 
hundreds of millions of dollars each 
year. Its very size manifestly weaves 
the corporation into the fabric of 
America. It would be impossible to do 
hundreds of millions of dollars in sales 
without this being a fact. By the same 
token, it is difficult to name any Amer- 
ican who does not directly or indirectly 
affect corporate destiny. 

There are at least seven corporate 
publics mentioned above. Business 
knows how important they are to each 
firm. But they also have a direct rela- 
tion to television. 

People spend more time watching 
television than in any other human 
activity except working or sleeping. 

Some 41 million homes, or 81 per 













pre-selling important .. . 


cent of all U. S. homes, have a tele- 
vision set. On the average these homes 
watch television about six hours each 
day. This is over 1,900,000,000 indi- 
vidual hours of viewing each week. For 
instance, the average man, including 
both set owners and those without a 
set, watch one hour and 33 minutes 
each day. Women watch for one hour 
and 58 minutes, while teenagers watch 
one hour, 57 minutes and children one 
hour and 36 minutes. This is over three 
times the amount of time spent with 
any other medium. 

In fact, there is a 42-hour work week 
for the television set in a 40-hour work- 
week economy! 

Take up the first of the publics a 
corporation is interested in reaching— 
employes and labor management. 

These two form the closest personal 
contact of any corporation. Television 
can bring into their homes the firm’s 
objective. It can help to create team 
pride and company loyalty and better 
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CHLLETVE 80" 
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SOOTT PAPER 59% 


AMERICAN HOME PRODLCTS 80° 
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. tv top consumer salesman . . . 


understanding of policies. Union or- 
ganizers, executives and union em- 
ployes watch television like every other 
American. Through it can be reached 
the staffer of today or tomorrow who 
may some day affect a corporate des- 
tiny. A favorable corporate image to- 
day may save grief in the future. It 
may help in keeping top personnel. 
The families of every type of job- 
holder spend many hours each day 
watching television. In fact, a 1957 
Pulse study shows that professional, 
technical and managerial people spend 
six hours, 38 minutes with tv every 
day. Farmers and farm workers spend 
four hours, 59 minutes; clerical and 
sales people five hours, 24 minutes; 
craftsmen, mechanics and machine op- 
erators five hours, 46 minutes, and 


service workers five hours, 44 minutes. 

Technical men, the clerical staff, the 
machine operators (anyone of whom 
might be an important union member 
in negotiations) are watching televi- 


From 1954 through 1956... 
16 Corporations Invested Over *52 Million 
in Television for “Concept” Advertising 
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. it sells “concept” best . 


sion with their families from five to 
over six hours a day. 

Turn to the second public—plant 
communities. Obviously it is important 
that a company’s neighbors in its plant 
cities, and their civic leaders, under- 
stand the company, its policies and its 
benefits to the community. Corporations 
can reach most of the family in their 
plant communities—wherever they are 
—through television. This channel of 
communication can 
create sympathy towards the corpora- 


person-to-person 


tion’s people and way of life. 

In a representative list of plant cities 
from 70 to 90 per cent of the total 
homes have tv. 

The third corporation public is made 
up of its customers. 

It is admittedly virtually impossible 
for a firm’s sales and service people to 
reach all the thousands of users of its 
products—and win a favorable cor- 
porate image. The families of a corpo- 
ration’s customers can be anywhere in 
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. it also sells intangibles .. . 





the country. And wherever they might 
be, one thing is sure—they watch a 
great deal of television. In all parts of 
the country, families are spending over 
five hours a day watching tv. These 
people may not tell a firm what they 
think of it, but their actions can be 
reflected in its profit and loss state- 
ments. 

The fourth important public for the 
corporation is made up of the cus- 
tomers’ customers. 

No longer is the end-product cus- 
tomer the last factor in acceptance of 
a corporation’s products or services. 
Today’s competition is much more 
complex. On the business success of 
customers’ customers depends how 
much they can use a product. And it 
is not just competition of “brands” 
any more, it is also competition of one 
basic material versus another—steel 
versus aluminum. Customers’ cus- 
tomers are involved in this battle too. 

Television can reach customers’ cus- 
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Television Sells Ingredient Products 


. ingredient products sold by tv ... 


tomers right in their homes—whether 
they live in the biggest cities or small- 
est towns. In all sizes of markets, the 
time spent watching tv by the average 
family is over five hours a day. 

Shareholders make up the fifth cor- 
poration public. 

With the growth of “people’s capital- 
ism,” it is more and more the small 
American investor who enables a cor- 
poration to float loans favorably or sell 
stock to meet the pressing need of 
growth capital on a favorable basis. 
Two-thirds of U.S. shareholders today 
earn less than $7,500 a year. Some 68 
per cent of all tv viewing is done by 
families earning less than $7,000 a 
year. Corporations using television re- 
port that their name recognition di- 
rectly increases stockholder interest 
and stock purchases. 

Families with the highest incomes 
spend the most time each day watch- 
ing tv—over seven hours for those 


families with $10,000-or-better  in- 
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. gives a corporation prestige .. . 


comes. The impact of television grows 
with the importance of a family’s eco- 
nomic status. 

Women are important to corpora- 
tions. They are the major purchasers 
of most goods. They make up one-third 
of the labor force; take home 20 per 
cent of the country’s total wages; hold 
65 per cent of all savings accounts; 
represent 52 per cent of all U. S. share- 
holders. And women watch tv one hour 
and 58 minutes each day. 

The sixth public in which a company 
has a real interest is government. 

Legislation concerning business ac- 
tivities, taxes and labor is vital to cor- 
porate life. It is taking place at all 
levels. And it is not just the top of- 
ficials who must know a firm’s objec- 
tives, but also staff members who 
prepare the reports and recommenda- 
tions that affect its operations and 
profits. Again, government is a matter 
of communication between people—a 
matter of personal concepts. The na- 
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tion’s capitol—and state capitols—are 
all well covered by television. Over 81 
per cent 6f the homes in the Washing- 
ton area have television. These are the 
homes of thousands of government 
workers—the same people who, away 
from home, make decisions concerning 
all American business. The bigness of 
government today, national, state and 
local, fits with the size and penetration 
of tv in making personal contact on a 
mass scale. 

In the final analysis, all corporate 
publics are groups of individuals— 
people. They are spending more time 
each week watching television than do- 
ing anything else except working or 
sleeping. This is a tremendous appeal 
for a mass-communications medium. It 
implies great impact potential. Tele- 
vision’s tremendous attraction for all 
people is a combination of its inherent 
“action-ability” right in the home and 
the great amount of different program- 
ming that offers something for every- 























. progress is your product 


one’s interest. Television appeals to 
families at all levels of education. The 


better educated are watching more tv 
—are finding it serves through varied 
interests. 

Television is, indeed, universal. It 
can communicate, motivate best be- 
cause only tv delivers sight plus sound 
plus motion. There are several studies 
which illustrate the value of these three 
exclusive “elements” of television. 

For instance, only television could 
demonstrate in the home to millions of 
people at one time how four blow-out 
Goodyear tires actually ran safely from 
Yuma to Phoenix—from start, while 
en route, to finish. 

What’s behind the universal appeal 
of television? Why is the combination 
of sight-sound motion so compelling? 
One clue can be taken from the results 
of a psychological study by Stanford 
University. It shows how the human 
mind gains knowledge through the 
senses. The eye plus the ear accounts 





for 90 per cent of all avenues of knowl- 
edge. And since television, alone among 
media, reaches both, tv’s potential is 
the greatest. Television is understand- 
able to more people—its demonstra- 
tions are easier to grasp and retain. 
Tv is the shortest distance between two 
minds. 

Audio-visual impact is television’s 
great motivating power. A U. S. Navy 
study showed that trainees learned 35 
per cent more via audio-visual than 
from classroom lectures. They learned 
42 per cent faster and retained infor- 
mation 55 per cent longer. 

At Washington University, 46 per 
cent of television students taking fresh- 
man mathematics earned A or B 
grades, as compared to 30 per cent of 
conventional classroom students. Speak- 
ing of the Ford Foundation’s Hagers- 
town, Md., closed-circuit tv test in 
secondary schools, Charles Siepmann, 
in the New York Times, reports: “With 
impressive uniformity, reports indicate 


students receiving television instruction 
do as well as, and in some instances 
better than, matched students in the 
physical presence of a teacher.” 
During the first half of this century 
Americans learned to mass produce. 
The bright young man who could help 
Henry 
prime contributor to the growth of the 


Ford’s assembly line was a 


American economy. Now, at mid-cen- 
tury, manufacturing know-how pro- 
duces goods in volumes that stagger 
the imagination. The challenge is dis- 
tribution and sales. Moorhead Wright, 
manpower specialist of the General 
Electric Co., reports that since 1946 
productivity in manufacturing has im- 
proved 64 per cent and in distribution 
only 22 per cent. 

He says: “We have increased our 
ability to sell and distribute goods less 
than one-third as much as producers 
have improved. Is this not cause for 
alarm?” 


(Continued on page 46) 
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he last baker’s dozen years have 
marked big changes and big ex- 
pansion for the leading 
baker. 

National Biscuit Co.’s net sales in 
1956 were $410,500,000. Twelve years 
ago net sales amounted to $220,195,- 
000. For the first nine months of this 
year, sales reached $316,308,238. 
This was a four-per-cent increase over 
the first three quarters of 1956. The 
end of the boom is not in sight. 


nation’s 


Director of Advertising Harry F. 
Schroeter says, “The company is in 
the middle of a revolution. We don’t 
know what it will be like five years 
from now. We know it will be differ- 
ent.” 

The difference so far—the amazing 
growth of the post-war years—has 
coincided exactly with the presidency 
of George H. Coppers. He was 
named the company’s chief executive 
in 1945 at the age of 42. In a way 
that would give Horatio Alger a case 
of the vapors, he had risen through 
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the ranks from office boy in 1920. 

Since 1946—in the Coppers era— 
Nabisco has spent $170 million on 
capital improvements. Most of the 
money has gone to plant moderniza- 
tion: Also in 1946, the company set 
up its first research department. It 
applies all the modern techniques to 
every area of the business. And the 
company’s vast sales structure has 
been reorganized to provide for 
product diversification and new prod- 
ucts. 

When it comes to the vital areas 
of advertising, sales and marketing, 
Mr. Coppers has forced no policy. 
He has let his executives map the 
plans and make the decisions. 

In 1956 Nabisco spent a round- 
figure estimate of $13 million on 
advertising. Better than half went to 
television—estimates of $1,810,052 to 
network and $5,536,500 to spot. 

If there is a use of the tv medium 
Nabisco is not applying or has not 
tried, it could only be subliminal. Of 
the company’s 200-odd products (the 


Harry F. Schroeter 





D. Henderson Nevitt 


More than half of National Biscuit's $13 million advertising budget goes 


figure varies from week to week) 
only 20 or so are on the advertising 
line. But these 20 are promoted 
fully. They are the “leaders” and 
they account for the big part of the 
company’s sales. Most of them are on 
tv—spot, syndication and network. 

On the network level, Rin Tin Tin, 
ABC-TV Friday nights, has been 
Nabisco exclusively since 1954. Rinty 
and his best friends, a boy and man 
hero, promote the special-products di- 
vision—cereals and dog foods. About 
126 stations carry the show. 

But for most of Nabisco’s products, 
localized selling is imperative. Fac- 
tors of season and regional taste 
control the time buy. Spots and syn- 
dicated films are the tools. 

A 20-second spot program is con- 
tinuing in close to 150 markets. Con- 
tracts are for 52 weeks. Utmost 
flexibility is the key. With the spots 
standing through the year, new and 
old products can be 
regions and seasons. 

This flexibility extends to an un- 


matched to 





































Ted Richter 


into television 


usual agreement with Nabisco’s agen- 
cies. Timebuyers are allowed to make 
buying decisions without consulting 
the company. If a representative calls 
the agency with a new and possibly 
better availability in a Nabisco mar- 
ket, the buyer can make the change 
on his own. 

And, says Mr. Schroeter, “Mr. 
Nielsen tells us we are getting a fine 
cost-per-thousand on this spot pro- 
gram.” 

Nabisco uses a variety of buys on 
the syndication front. The shows pro- 
mote the products of the biscuit 
division exclusively. 

One buy is for prime early night 
time in markets spotted around the 
country. Such half-hour shows as 
Whirlybirds (CBS Film) and Boots 
& Saddles (NBC’s subsidiary, Cali- 
fornia National Productions) are used 
in eight or 10 markets. 

But, claims Mr. Schroeter, the 
time period is the essential element 
in the buy. Within reasonable limits, 
he says, the show itself does not make 


CNP’s Boots & Saddles, a recent Nabisco buy. 
























much difference. The company is 
buying cost-per-thousand. 

Specifically for the kids—a major 
target for the baking industry—Na- 
bisco has Sky King spotted in Class 
C and B times in 108 markets. The 
show promotes mainly cookies and is 
leased from Derby Foods. 

The lease arrangement cuts down 
production costs considerably, and, 
says Mr. Schroeter, is the best buy 
in cost-per-thousand on the market, 
according to Nielsen. The ad director 
says Sky King was first tested in 1954 
in 25 markets during the January- 
June period. It proved helpful and 
was rapidly expanded to additional 
regions. 


Believe in “‘Localness”’ 


Another kind of syndication buy 
gives the company what the ad di- 
rector calls “localness.” Exclusively 
for Norfolk, Va., Nabisco bought 
Victory at Sea, the NBC story of the 
Navy in World War II. The special 
appeal to Navy men and their fam- 
ilies allowed for heavy promotion by 
Nabisco and the local station. The 
same sort of pitch was made to Naval 
men and families in Seattle with The 
Silent Service. And for a time Na- 
bisco did a focused selling job in 
Springfield, Mo., using ABC-TV’s 
Ozark Jubilee exclusively in that city, 
the show’s point of origin. 

Nabisco, big in radio, was early in 
television. The company sponsored 
the first color broadcasting before the 
days of the compatible system. The 
Arthur Godfrey show was multi- 
chromed soon after the CBS system 
had received FCC approval. Other 
network buys in the early days in- 
cluded Kukla, Fran & Ollie and The 
Halls of Ivy (co-sponsored for a sea- 
son with International Harvester). 

Nabisco divides its products among 
four advertising agencies. McCann- 
Erickson handles the biscuit division 
and bread. Kenyon & Eckhardt has 
the special-products division—cereals 
and dog food. Ted Bates & Co. is 
agency for Dromedary cake mixes. 
Lennen & Newell handles dates and 
fruits. The cake mixes and dates and 
fruits are examples of the company’s 
diversification through mergers over 
the years. 

The company’s second medium is 
newspaper. More than $4 million 


goes to Sunday supplements and to 
heavy-up in the weaker markets 
(mainly the midwest) with place- 
ments in dailies. 

If you add merchandising and 
marketing expenditures to the adver- 
tising outlay, Nabisco’s annual pro- 
motion costs go over the $20-million 
mark. The extra funds go into point- 
of-purchase materials, all-important 
sales-promotion materials for the com- 
pany’s vast sales force, and for exten- 
sive market research. 

Nabisco’s sales force, the most 
important factor in the distribution 
complex, numbers 3,500. These per- 
sonal representatives of the company 
sell in every county in the United 
States. 

The vice president for sales, ad- 
vertising and marketing is Nile E. 
Cave. who has been with the com- 
pany’s sales organization for 24 years. 
Immediately under him come the 
directors of the three divisions. 

Director of advertising, Mr. 
Schroeter joined the company in 
1945 as assistant advertising manager. 
He had been with Procter & Gamble 
in Cincinnati since 1940. 

Director of marketing is D. Hen- 
derson Nevitt. He joined the com- 
pany in 1933 as a student salesman 
and worked up through jobs of spe- 
cial salesman, branch manager, dis- 
trict manager and general products 
manager in the marketing division of 
the sales department to his present 
post. Under marketing come the 
merchandising, sales promotion and 
research programs. 

Director of sales, biscuit division, 
is Theodore G. Richter. With the 
company since 1931, he has managed 
sales branches and was Cleveland 
district sales manager and later divi- 
sional sales manager at Philadelphia. 
He joined the New York office in 
1953 as assistant director of sales. 

The longevity of the executives on 
the sales side of Nabisco is em- 
blematic of the company’s stability 
throughout. There are 28,000 em- 
ployes in all. One out of every five has 
been with Nabisco for more than 20 
years. 

Besides employes, the company 
has about 75,000 satisfied stockhold- 
ers. Their satisfaction stems from the 
fact that the company has never 


(Continued on page 72) 


































ABC-TV’s Rinty and friends are Na- 


bisco’s exclusively. 
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asketball is going through a period 
B of great expansion. Some of this 
is credited to today’s fast game and the 
high calibre of players. But the 
lion’s share of the growth can be 
traced to successful television mer- 
chandising. 

Pro basketball has seen attendance 
rise more than 40 per cent since it 
started using tv five years ago. More- 
over, the gate count in 1956 was 
about 8 per cent higher than the pre- 
vious year. 

Tv coverage of basketball this year 
will be more extensive than ever. 
NBC-TV for the fourth straight year 
will present pro basketball on Satur- 
day afternoons on more than 160 sta- 
tions. Big Ten basketball will be pres- 
ented regionally by Sports Programs 
and Sports Network for the second 
year. These two programming con- 
cerns also will present for the first 
time an 1l-game tv schedule of the 
Atlantic Coast Conference. 


$5 Million Invested 


This tv coverage, coupled with sep- 
arate video exposure by countless 
local stations, adds up to a total ad- 
vertiser investment of more than $5 
million. 

The NBC-TV package will be sold 
to sponsors at the rate of $325,000 
a quarter. Present plans call for half 
of this sponsorship to be sold by the 
network, with the other half turned 
over to the stations for local co-op 
sale. Big Ten games, reaching about 
40 markets, will yield an advertiser 
outlay of $60,000 a quarter, while the 
Atlantic Coast Conference will cover 
20 markets and will cost $30,000 a 
quarter. 

The sponsor picture shapes up as 
a significant increase in the use of 
sports by American Tobacco Co. for 
Lucky Strike cigarettes. This brand 
will sponsor half of the Big Ten and 
half of the Atlantic Coast. Standard 
Oil of Indiana also will take half of 
the Big Ten. 

The Atlantic Coast tv games get 
under way Dec. 7. Coverage will ex- 
tend to South Carolina, North Caro- 
lina, Maryland, Virginia and the Dis- 
trict of Columbia. Jim Simpson, Wash- 
ington sportscaster, will handle the 
play-by-play. 

Big Ten games will kick-off on Dec. 
14 and will be seen in Michigan, In- 
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diana, Illinois, Missouri, Minnesota, 
Wisconsin and Iowa. The tv schedule 
includes 13 games. Jack Drees, na- 
tionally known sports commentator, 
will do the play-by-play. 

One of the outstanding successes of 
sports on tv has been the pro-basket- 
ball story. Although the National Bas- 
ketball Association will not release 
attendance figures, it is understood 
that the gate was well over the mil- 
lion mark last season for the second 
straight year. As noted earlier, attend- 
ance for the 1956-57 season was about 
8 per cent above the 1955-56 season. 


Tv Important Factor 


Maurice Podoloff, head of the NBA, 
told TELEVISION AGE that television has 
been an important factor in this 
growth. Another reason has been the 
fast game that has been made pos- 
sible by new rules. 

Television has been unusually suc- 
cessful in merchandising pro basket- 
ball. It has taken this 11-year-old 
fledgling among pro sports and show- 
cased it to millions of people who 
never saw the faster professional game 
played before. As Mr. Podoloff points 
out: “Television is being used to build 
a demand for the product.” 

This increase in interest has created 
a current demand for new franchises. 
In the past year, two NBA teams have 
moved to newer and larger cities. The 
Rochester Royals have switched to 
Cincinnati and the Fort Wayne Pis- 
tons are now in Detroit. Following 
the baseball pattern, projected plans 
call for an expansion of the league 
in a westerly direction. The NBA has 
fixed its sights on Los Angeles, San 
Francisco and other coast locations. 
Mr. Podoloff says the most important 
factor in picking out a city is its fan 
prospects. 


Special Local Coverage 


In addition to the network coverage 
given the NBA teams, some clubs have 
arranged for special local coverage. 
The Philadelphia Warriors will carry 
a 16-game tv schedule of road games. 
Ballantine beer and ale will sponsor 
this series for the second year. WVUE 
Wilmington-Philadelphia is telecasting 
the games over a four-state area, in- 
cluding Pennsylvania, New Jersey, Del- 
aware and Maryland. Most of the 
games are at night—1l1 on Sunday, 


two on Saturday and three on Friday. 
The series stretches from Nov. 10 to 
March 9. 

In Detroit, the Pistons launch their 
first year here by televising a series 
of home games, with the tv coverage 
being shared by local stations. Na- 
tional Bohemian beer will sponsor the 
games. 

A total of nine New York Knicker- 
bocker home games will be televised 
over wPIx New York. These tv con- 
tests are all Saturday-night dates. Last 
year some Tuesday games also were 
on the video schedule. The Knicks’ tv 
schedule extends from Oct. 26 to 
March 1, excluding the play-offs. There 
is a possibility that there also will be 
some pro tournament coverage. 

The wprx basketball schedule in- 
cludes seven college games. This lat- 
ter package is made up of the Holi- 
day Basketball Tournament during 
the Christmas break and the National 





Tournament. All the tv 
games will originate from Madison 
Square Garden and will be sponsored 
by Colgate-Palmolive Co. for its shav- 
ing line, Winston cigarettes and Knick- 
erbocker beer. 


Invitation 


At least one pro team appears just 
as happy without any local tv cover- 
age. In fact, Walter Brown, president 
of the powerhouse Boston Celtics, told 
TV AGE that he wished his club wasn’t 
included in the national network cov- 
erage. Mr. Brown said that the only 























poor attendance registered by his team 
last year was the night the game was 
televised. The Celtics’ head man said 
that he is “1,000 per cent against tele- 
vising home games.” He added, how- 
ever, that he is very much in favor 
of tv for road games. Mr. Brown is 
an advocate of the video pattern used 
by pro football, where the home city 
is blacked out for 75 miles. 

When asked what he thought of the 
football tv ruling, Mr. Podoloff said 
it was a sound idea. He quickly con- 
ceded, though, that pro basketball was 
not now in a position to write this 
kind of a tv ticket because it is not 
as well established in the public’s 
mind as some of the older sports. Mr. 
Podoloff feels that what his sport 
needs right now is maximum expos- 


ure to sports fans. The pro loop’s at- 
tendance rise indicates that he is on 
the right cable. 

As for toll television, Mr. Podoloff 





said that the subject comes up when- 
ever sports executives get together. 
Eyes are fixed on what is happening 
to the San Francisco Giants and Los 
Angeles Dodgers. 

It is too early to tell how things 
will develop as far as the NBA and 
pay tv are concerned, Mr. Podoloff 
stated. It is certain, however, that the 
final decision will be based on eco- 
nomics and will depend on whether 
pay tv can do as much for the pro 
game as free tv. 


Televised basketball booms 
attendance for both pro and college games, 


experience shows 


Cager 
gate 
growing 
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M an’s best friend is costing Amer- 
icans some $340 million-a-year 
to feed, according to an exhaustive sur- 
vey just completed by Alfred Politz 
Research for Life magazine. 

Add to this the additional millions 
which pet lovers pay for the dogs, cats, 
goldfish, monkeys and dozens of other 
miscellaneous varieties of pets on 
whom they lavish their affections and 
the considerable sum which is ex- 
leashes, 


perches and toys as well as the de- 


pended for cages, collars, 
odorants, flea killers, perfumes and 
medicines which pet lovers find nec- 
essary and one arrives at a figure 
close to half a billion dollars. 

And the pet market is growing 
every day. 

Ten years ago there were an esti- 
mated 17 million dogs in this country. 
Last year, says the Gaines Dog Re- 
search Center, this population passed 
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the 25-million mark. And the end is 
not in sight. 

Researchers for pet-food manufac- 
turers point to the population shift to 
the country as an auspicious omen for 
dogs. People living in single-family 
dwellings are more apt to own one or 
more dogs than apartment dwellers. 

The trend toward larger families is 
also favorable for our four-footed 
friends. Families with children are 
much more apt to have pets than 
those without. 

Finally, the rise in family income 
makes it possible for more families to 
own pets, and prosperity dictates that 
those pets be fed specially prepared 
foods, rather than be made to rely on 
scraps from the table. 

The resulting booming business in 
foods has made the pet business such 
a juicy plum that it has become a 
worthwhile goal for some of the na- 
tion’s biggest suppliers, as well as a 


fertile field for the smaller, local and 
regional processors. 

Television is taking a prominent 
place in this battle for the pet-owner’s 
dollar. Its ability to show a rollicking 
Rover wolfing down his fortified, vita- 
minized goodies insures every adver- 
tiser a commercial that will hold its 
pet-loving audience until the dish is 
clean. Pet-food promoters soon found 
that a cute puppy will captivate an 
audience when he appears on the 21- 
inch screen, giving them an _ ideal 
chance to extoll their products’ virtues. 

Last year pet foods accounted for 
an estimated $4.6 million in national 
spot tv billings and nearly as much 
in network totals. 

Pet stores, too, are beginning to find 
that television can be an inexpensive 
medium when results are considered. 
Usually small in size, pet shops are 
not noted for big advertising budgets, 
but the few that have ventured into 

















Pet foods and pet shops 














television have found that it can pay 
big dividends. 

Note, for example, the experience of 
the Wing and Fin Pet Center in New 
York City. 

Only five years ago Jerry Van Wise- 
man, the Wing and Fin president, 
rented a 12’ x 18 store on 23rd 
Street between 8th and 9th Avenues. 
His total investment was $500. 

Today the company letterhead 
reads: “The Wing and Fin Pet Center, 
The World’s Largest.” The center’s 
new headquarters takes up 22,000 
square feet on 23rd Street and 7th 
Avenue, and the shop has branches 
throughout the metropolitan area. 

“Television is responsible for the 
company’s rapid climb to its outstand- 
ing position in the New York area,” 
says Ed O’Brien, account executive for 
William Warren, Jackson & Delaney, 
the agency which handles the Wing 
and Fin account. 
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The center spends $35,000 a year 
on local television advertising, and its 
program on WABD New York is getting 
90 per cent of this. 

When the Wing and Fin first opened 
it had no advertising budget. The only 
advertising which the Van Wisemans 
felt they could afford was the _per- 
sonal service rendered to each cus- 
tomer by Mr. Van Wiseman and his 
wife Lu. They adopted a policy of 
“vour problem is our problem.” They 
answered any questions the customer 
had about his dog, bird or aquarium. 
Soon this personal service began to 
pay off. More and more customers be- 
gan to take their problems to Wing 
and Fin. 

Sales increased slowly, but the 
questions began to multiply. Before 
long the small store was constantly 
packed with “question askers.” Cash 
customers had to wait. Finally the Van 
Wisemans found themselves in a di- 


Tv is building sales 
for big and small 


in this multi-million 


dollar market 


lemma. How could they service their 
cash customers and at the same time 
answer the multitude of daily ques- 
tions that were so important to the pet 
owners? They decided that the solu- 
tion was to buy a television program 
and use it for answering questions. 

In 1952 they bought a five-minute 


pet-question-and-answer period in a 
participating morning program on 
WNBT (now wRCcA-Tv) New York. 
This helped, but still didn’t allow 
enough time to answer all the ques- 


tions. 

In May 1953 Mr. O’Brien, of Wil- 
liam Warren, Jackson & Delaney, 
took over the account. On his advice 
Wing and Fin bought 15 minutes on 
wasc-Tv. A program was set up, with 
Lu Van Wiseman acting as mistress of 
ceremonies. The program, called Pet 
Center, was devoted to 
questions and to visual demonstrations. 


answering 
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How big 
is the sports 
audience? 











Large indeed —but would they pay to see those same contests on toll tv? 


t’s probably of slight interest to the 

New York Yankees’ diehard fans, 
but maybe the World Series sponsor 
was the real winner. 

The Pulse Inc. has made a survey 
of World Series viewing for TV AGE 
among 398 men and 404 women in 
the metropolitan area of New York 
City. 

Close to 85 per cent of the New 
York tv audience saw at least a part 
of the seven-game series with the 
Milwaukee Braves. If the figure holds 
up nationally, this means a total of 
about 34 million sets tuned in across 
the nation to some part of the series. 

Besides getting a breakdown on 
total viewing and the number of 
games watched, Pulse interviewers 
found out how many watched the 
games at home and how many watched 
them away and asked how many would 
have been willing to pay to watch 
them on tv and how much. 

The interviewers introduced them- 
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selves with “I'd like to ask you a few 
questions regarding the televising of 
the World Series between the New 
York Yankees and the Milwaukee 
Braves.” Respondents were then re- 
minded of the scores of the seven 
games. 

Out of the total sample of 802, 679 
told the interviewers that they had 
watched at least one game (question 
1). That’s 84.7 per cent. The remain- 
ing 123 had not seen any games, for 
a percentage of 15.3 per cent. 

In the matter of the in-home and 
out-of-home viewing (question 2), 





QUESTION 1: Did you happen to 
watch any of those games on 
television? 

#  % 
Yes 679 84.7 
No 123 15.3 
Total Responses 802 100 











there were more home viewers for 
every game than outside viewers. Pre- 
sumably the Pulse interviewers talked 
to respondents in the homes. This 
could easily, of course, have swung 
the poll to home viewers. Commuters 
who were possibly not at home when 
the interviewing was done were by 
the same token out of the house and 
in a city tavern for their viewing. 

At the same time, the peak home 
audiences were for the week-end 
games. Sunday’s game had 62.4 per 
cent watching in the home. That’s a 
total of 501 sample viewers. Satur- 
day’s game, the dull 12-to-3 Yankee 
win out in Milwaukee, pulled nearly 
as many home viewers. 

Thursday’s wind-up, the 5-to-0 
thriller won by Milwaukee at Yankee 
Stadium, was the third ranking day 
in home viewing. There were 354 
sample viewers in all, for a total of 
44.1 per cent. But Thursday was the 
big day for out-of-home viewing. A 











little more than 10 per cent of the — — 
sample were viewing outside—81 per- QUESTION 2. Which games did you watch? 
sons. 
In all, the sample of 802 viewers at home away from home total 
. a = , of of aT Of, 
watched a total of 2,699 games (ques-  * * ‘ -— 
tion 3). This averages out to 3.4 Wednesday, October 2 245 30.5 2° 665 297 37.0 
games each. And that’s with 123 re- Thursday, October 3 245 30.5 49 6.1 294 36.6 
spondents not watching any games Saturday, October 5 459 57.3 40 5.0 499 62.3 
, > aes os ~ c c c a 
Home viewers watched an average of Sunday, October 6 501 62.4 45 5.6 546 68.0 
~ | ‘ 290 im | < < re] 
2.9 games. Out-of-homers watched half Monday, October 7 263 32.8 56 = 7.0 319 39.8 
a game each. Wednesday, October 9 250 31.2 59 7.4 309 38.6 
Respondents were then queried as Thursday, October 10 354 44.1 81 10.1 435 54.2 
regards paying to see series games on Total Respondents 802 802 802 
tv. These questions were asked of the 





653 viewers who watched games at 





game at home, 59 would have paid 











QUESTION 3: Of these games you saw on television which did you weic’ at 90 cents to see it. Seventy would not 
home? have watched the game with a 50-cent 
poy Seen yy ae total | price tag. An even 100 of the viewers 
# % + Oo # 9% | who watched two games would have 
—— 149 186 615 76.7 123 15.3 | anne 50 cents to see each game. py 
; 131 163 92 115 104 13.0 | eur i pus one game - a1 
2 201 25.1 39 4.9 ae. See ee oe 
. pe = ' 8 = Se | Among the pra who watched 
¥ = ae — = | from hoe to seven eine the num- 
| : = 3 Lk 14 39 49 | ber of people wr w onl te balked 
| 6 24 «(3.0 — - 3 41 | \ iy ee Saige 
ol | 7 164 20.5 Lad we 209 26.1 | at paying —— the number tha 
| Total Respondents 802 100 802 10) ae) Sees « o 
sf dancinennd ™ aindiny ‘ ( When the price for each game went 
Average # of Games up to a dollar, the potential viewers 
Watched 2.9 5 3.4 | diminished markedly. 
| Total + of Games Counting the viewers who watched 
Watched 2317 382 2699 | one game, 26 would have paid a dol- 
| lar to see that one game. More than 
a hundred would have passed it up. 
All the way down the line, overwhelm- 
home. There were 312 who said they then breaks down the number of ing numbers canceled out at the sug- 
would not have watched any games games viewers watched at home, how gestion of a dollar. Of the viewers of 
if the price had been 50 cents a game. many of the games they would pay seven games, 23 would have paid the 
The figure jumped to 487 who would to see (question 4). full $7 to see all the games, while 
not pay to view any games when the Of the viewers who watched one 19 would have gone to the tavern. 
price of conjecture went up to a dol- 





lar. 
There were 90 viewers who would 


2 | QUESTION 4: If the World Series could only be seen on tv by paying a toll 

pay 50 cents to see one game. Another | how many would you have watched? 
123 would pay 50 cents a game to ; ; 
see two games. Fifty-nine would pay | pay 50¢ pay $1.00 
50 cents a game and watch the whole View None 312 47.9 487 74.6 
series. View 1 90 13.8 4A 6.7 

At a dollar a game, there were 23 | 2 123 18.8 53 8. 
who would watch the entire series, 44 3 28 4.3 17 2.6 
who would watch one game and 53 | 4 19 2.9 8 1.2 
who would view two. | 5 8 1.2 l 2 

Six persons were undecided as to 6 8 1.2 : 3 
whether they would pay to see any | 7 59 9.0 23 3.5 
games if the price were 50 cents a Don’t Know 6 9 18 2.8 
game. Eighteen couldn’t make up their Total Who Viewed 
minds about the dollar-a-game price. At Home 653 100 653 100 

| 





With further questioning, The Pulse - o> 
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Corporate (Continued from page 35) 


selling is 
discount 


Person-to-person retail 
gone from supermarkets, 
houses and many variety stores. How 
often is a customer really sold anything 
—a car, a shirt, a blanket—by a sales- 
person? With across-the-counter sales- 
manship gone, the need is stronger 
than ever for mass pre-selling of our 
mass-produced goods. Sales is the chal- 
lenge. Television is the new selling 
force that paces the speed of production 
and assumes the role of the salesman. 

Salesmen are fewer and cost more. 
In 1950, according to the U.S. Census 
Bureau, there was one salesman for 
every 39 customers. In 1956 there was 
one new salesman for every 85 new 
customers. According to McGraw-Hill, 
the average cost of a sales contact in 
1945 was under $11. By 1955 it was 
over $17, a 61-per-cent increase. 

The need for increasing sales in the 
face of high productivity, rising costs 
and declining personal sales effective- 
ness calls for a dynamic new selling 
tool. This is television, and it is now 
a well-documented fact that tv is selling 





Halsey V. Barrett, TvB national sales 
director, supervised development of the 
Corporate Image presentation. 


consumer goods. 

Here are some companies that illus- 
trate the point—big sales with over 
half the advertising budget in tv. 

Procter & Gamble, recently voted 
the best-managed company in America, 
puts 77 per cent of its advertising 
budget into television. It has a billion 


dollars a year in sales and an 11.7-per- 
cent margin of profit. Total sales in 
1956 were $1,038,000,000. 

The Anahist Co. uses a minimum of 
salesmen to cover the U. S. Ninety per 
cent of its advertising budget is in tv. 
Sales have doubled each year for tous 
years. 

Gillette put 80 per cent of its adver- 
tising budget into tv, with the result 
that its sales were $200,700,000 and it 
had a 43-per-cent annual return on its 
invested capital. Borden spent 58 per 
cent in tv and enjoyed sales of $877 
million. Scott Paper spent 59 per cent 
of its budget in tv and had $270 mil- 
lion sales. American Home Products 
spent 80 per cent in tv and had sales of 
$295 million. 

Tv is now America’s basic selling 
medium for consumer goods. One proof 
is the way an idea reaches and moti- 
vates people. A study by the Gallup 
Research Foundation for American 
Heritage Foundation found a larger 
percentage of the public had been 
reached by the register-and-vote cam- 
paign through television than any other 


(Continued on page 50) 





Improve Film Titles 


with 






Dollar Value 
in its field! 


TEL-Animaprint 


Greatest Dollar for 


Films and $ave 


Process Your Own 








The first sensibly priced 
HOT PRESS E 
MACHINE for high 
quality, fast dry letter- 
ing—the answer to econ- 
omy and precision ac- 
: curacy in film titling. 
Prints dry from colored foil for instant use. 
Acme pegs assure perfect registration on paper 
or acetate cells. Prints all colors. This versatile 
Hot Press will produce titles in any language— 
main titles, subtitles, trailer titles, TV commer- 
cials, slide films, super-imposed subtitles, shadow 
and third dimensional effects, etc. These may 
be applied to any kind of art, scenic or live 
action background, including photographs. 


ONLY $435 with improved heating control 
Write for brochure 





Fully Automatic Self-Contained 
16mm Film Developing Machine 


BRIDGAMATIC Jr.does automatic 16mm 
film processing at small cost, fits in most any 
corner. A true one-man lab, requires no special 
skill, no rigging, no constant watching—simply 
plug in and operate. Ideal for Motion Picture 
Producers, TV Stations, Laboratories, Photo 
Finishers, Microfilmers, Advertising Agencies, 
etc. Built-in-drybox, heating elements, stainless 
— — air ~ yg and dries 
ready for showing ‘ positive, 180’ 

negative per hour; from $1195 


LARGER CAPACITY negative/positive, Re- 
versal and Color models available 16/35/70mm 
standard or custom built; from ...... $1987 


Convenient Time-Payment Terms Arranged 


Write for brochure 





Animation and Special 
Effects Camera Stand 


TEL-Animastand 


Embodies features of { 
photo enlarger, movie 
camera, micrometer and 
railroad roundhouse. 
Optical effects such as 
pans, angles, zooms, 
quick closeups and every 
variation for trick 
photography is easily 
produced with - 
Animastand. 



















A camera fitted 
to a moveable, 
counterbalanced 
vertical carriage 
photographs the 
art work. Takes 
even the heavi- 
est 16mm _ or 
35mm camera 
(Acme with stop 
motion motor 
illustrated) . 


All basic move- 
ments associated 
with high priced 
Stands are in- 
corporated. Ac- 
curacy is assured 
through precise 
registration of 
artwork. Includes four Veeder Root counters which cali- 
brate 18” north/south movement 24” east/west travel, 
and zoom movements to the Art Table or Cel Board. 
Basic Unit ..... nae kabel ONLY $2995 





TEL-Animastand with 
TEL-Anima sliding cell 
board, rotated at 45° 


Dept. N, 602 WEST 52nd St., NEW YORK 19, N.Y.—Phone: PL 7-0440. Cable: Sosound 
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Western Branch: 6331 Hollywood Boulevard, Hollywood 28, Calif. — Phone: HO 7-2124 











ROUNDUP OF NEWS 


NTA REPORTS 

Ely A. Landau, chairman of the 
board and chief executive officer of 
National Telefilm Associates, Inc., re- 
ported that for the 12-month period 
ending July 31, 1957, the company’s 
net income came to $1,094,031 (see 
Wall Street Report, page 63). In 
another report, NTA announced that 
it has set up London headquarters to 





ELY A. LANDAU 


take care of both distribution and 
production of films for tv and thea- 
tres. Vernon Burns, who for the past 
three years headed his own distribu- 
tion company in London called Tel- 
evision Programmes, Ltd., will head 
the operation. It has been created as 
a wholly owned subsidiary named 
National Telefilm Associates (U. K.), 
Ltd. Also, NTA has appointed Stan- 
ley C. Florsheim general sales man- 
ager of its Famous Films-Programs 
for Television division. Mr. Florsheim 
has been in the industry since 1931, 
the last nine years with Ziv, most re- 
cently as general sales manager of 
the Economee Program division. 


STEELE UPPED AT O.F. 

At Official Films, Inc., Sam W. 
Steele Jr., southern account executive, 
has been put in charge of the entire 
southeast sales area, which includes 
North and South Carolina, Alabama, 
Georgia, Florida and Tennessee. T. 
C. “Cal” Calender has been added 
to the firm’s sales force and will work 


with Mr. Steele. Meanwhile, Jeff 


On Film 


Davis of the Atlanta 
signed. 





office has re- 


NEW SG SERIES 

Screen Gems, Inc., plans to begin 
shooting the pilot film in February 
of a new character-comedy series 
called Howe and Hummel, based on 
the lives of the famous New York 
criminal lawyers of the same names 
who operated between 1865 and 1905. 
Dennis King will play Howe, and his 
partner will be Menasha Skulnik. At 
the same time, the 


company made 


two additions to its sales staff. Rob- 


ert Newgard, formerly with Inter- 
state Television, has been assigned 


to the Screen Gems Chicago office. 
Tom Seehof, who has 
firm’s Los Angeles office, is now the 


been in the 


head of the firm’s mountain area sales 
office in Salt Lake City. 


VON SCHALLERN WITH G-K 
Karl von Schallern has joined the 
sales force of Gross-Krasne, Inc., and 
will make his headquarters in New 
Orleans, covering southern markets. 
Mr. von Schallern was midwest sales 
representative for Esquire and then 
covered the same area as salesman 


for UTP and MCA TV. 


RIZZO JOINS GUILD 

Guild Films, Inc., has made Tony 
Rizzo its representa- 
tive, with headquarters in Kansas 
City. For the past two years, he had 
his own program-producing and ad- 
vertising firm, Advertising Results, 
Inc., in Kansas City. Before that he 


midwest sales 


was an announcer and sports direc- 
tor on KCMO Kansas City from 1947 
to 1955, under the name of Tony 
Williams. 


SCREEN GEMS, INC., sales: 

Shock: wexs Chicago, wsyv Elkhart, KELP-TVv 
El Paso, wstx-tv Nashville and Kptv Port- 
land, Ore. 


INTERNATIONAL NEWS SERVICE 


sales: 

Telenews Daily: wsra-tv Montgomery, WJMR- 
tv New Orleans, wrva-tv Richmond, KXLY-TV 
Spokane, witk-tv Wilkes-Barre and wora 
Mayaguez, Puerto Rico. This Week in 
Sports: xKpac-tvy Port Arthur, KNTV San 
Jose, KTNT-TV Tacoma and pDzAQ-Tv Manila. 
Weekly News Review: Kntv San Jose. 


Suppliers, Services 
RAPID FILM PROCESSOR 
Fairchild 


Corp. has announced the availability 


Camera & Instrument 


of a portable rapid film-processing de- 
vice. The company describes it as the 
first instrument that is 


such auto- 





’ ° _ 


Fairchild rapid developer in use. 


matically self-feeding. Fairchild stated 
that the “Mini-Rapid 16” is able to 
develop and dry 16mm film at the 


rate of 10 feet per minute. 


ANIMATION OFFICE 


Animation, Inc., Hollywood, has 
opened a new New York office at 66 
W. 53rd St. Emile de Antonio, artist’s 
agent, has been appointed representa- 


tive. 


GOULD FORMS FIRM 

Formation of Walter I. Gould Pro- 
ductions, Inc., New York, tv film com- 
pany specializing in commercials, has 
been announced by Wally Gould. Mr. 
Gould most recently was with Televi- 
sion Programs of America and be- 
fore that was executive producer of 
Guild Films’ 


The appointment of Pete Henning as 


commercial division. 


production manager also was an- 


nounced. 


Film Commercials 
AMERICAN FILM PRODUCERS 


In Production: Pharmaco, Inc. (Medigum, 
Chooz), DCS&S; Stella D’Oro Biscuit Co., 
Inc., Carlo Vinti. 


ANIMATION, INC. 


Completed: Procter & Gamble Co. (Tide, 
Lilt), B&B; Good Humor Corp. (soft drink), 
C&W; Mennen Co. (skin bracer), McCann- 
Erickson; Charles Antell, Inc. (shampoo), 
Joseph Katz; Standard Oil Co. of Ohio 
(gasoline), Mc-Cann-Erickson; Speedway 
Petroleum Corp. (gasoline), Doner; Kraft 
Foods Co. (orange drink), NL&B; S. C. 
Johnson & Son (Glo-Coat), NL&B; Kroger 


(Continued on page 53) 
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AMONG THE STARS IN WASHINGTON! 


During the prime “‘AA’’ nighttime hours, when the 
stars shine brightest, WRC-TV averages a 43% great- 
er share of audience* than any other station in the 
Capital! And if you call pronto, WRC-TV will arrange 
ten-, twenty-, or the new thirty-second spots in this 
prime evening time adjacent to the greatest shows 
and stars in television. 

If you figure prospective customers among Western 
fans (and who doesn’t?) line up your sights on avail- 


WRC-T 


* ARB— Washington, D.C., Metropolitan Area Report — October 1957. 


abilities flanking programs such as ““The Californi- 
ans,’’ ““The Restless Gun’’ and ‘‘Wagon Train.’’ Or use 
comedy to gladden the hearts (and loosen the purse- 
strings) of your stubbornest prospects. Pick your spot 
before or after shows like ‘“Groucho Marx—You Bet 
Your Life,’’ ‘““‘The Life of Riley’’ and ““‘The George 
Gobel Show.’’ A choice few of these spots among the 
stars are available now. Call WRC-TV or your nearest 
NBC Spot Sales representative for quickest results! 


SOLD BY 
SPOT SALES 


WASHINGTON, D. C. 
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VIDEO GETS AROUND. One of the 
marvels of this century is the speed 
with which television has come to the 
United States. The statistics tell us 
that 90 per cent of the population is 
now served by at least one station’s 
programs. The service comes through 
a variety of techniques. The bulk of it, 
of course, is via direct on-the-air re- 
ception. But a considerable part of it 
is provided through community-an- 
tenna systems, translators, so-called 
satellite stations and boosters. 

The hunger of people for tv is so 
strong that they have gone to great 
extent to get it, regardless of distance 
from originating stations. They have 
been willing to pay the rather sub- 
stantial costs required for connection 
to CA installations and the monthly 
fees for the service. They have joined 
in cooperative organizations to estab- 
lish translators and have converted 
their sets to uhf to tune in the signals. 

In many areas just beyond the cov- 
erage contours of the nearest stations 
they have set up tower-like antennas 
and jacked up their receivers to get 
some kind of a picture. Finally, in 
remote mountain areas, particularly in 
the far west, where direct reception is 
not feasible, they have put up booster 
operations which retransmit, by means 
of amplifiers, the signals of distant 
stations on the same channels on 
which they originate. It is this type of 
operation which is now involved in 
proceedings before the Federal Com- 
munications Commission. 


BOOSTER PROBLEM. Booster op- 
erations are unauthorized, but they 
require such low power, serve such a 
great need and cost so little (in some 
cases only a few hundred dollars) 
that efforts of the FCC to outlaw them 
(because of possible radiation inter- 
ference) have been strongly resisted. 
Former Gov. Edwin C. (Big Ed) 
Johnson of Colorado indirectly pre- 
cipitated the present proceedings by 
legalizing boosters in Colorado as an 
intrastate operation. He made their 
operators responsible for their safe 
use by including them in a state-au- 





Washington Merno 


thorized organization. 

Four months ago, acting on a peti- 
tion by the present governor, Steve 
MeNichols, in behalf of other gover- 
nors of western states, the commission 
instituted rule-making proceedings to 
explore the feasibility of putting the 
boosters on an authorized basis, with 
appropriate safeguards to prevent in- 
terference to established services. 
They would be classified as “low- 
power television broadcast repeater 
stations” and would be licensed to any 
qualified individual, group of individ- 
uals or station licensee, and there 
would be no limit on the number 
which could be authorized to any 
applicant. 

Final comments on the proposal are 
due next month. They will come from 
broadcasters, manufacturers, consult- 
ing engineers retained by governors 
and, probably, community-antenna op- 
erators. Doubtless, the most important 
comments will concern engineering 
developments bearing on commission 
requirements that vhf boosters meet 
certain technical standards and pro- 
vide service without causing harmful 
interference. 


PROPOSED RULE-MAKING. Why 
should boosters be allowed when the 
commission has authorized translators 
to serve the same purpose and also 
help uhf? The “notice of proposed 
rule-making” answers the question as 
follows: 
























“The commission has been vitally 


concerned with the problem of bring- 
ing television service to all sectors of 
the nation, both large cities and 
sparsely settled regions. Much of our 
time in the past few years has been 
spent on this problem. Last year we 
authorized a new type of service—uhf 
translators—with a view to serving 
sparsely settled areas unable to sup- 
port their own stations and beyond 
the range of existing stations. Our 
experience since the adoption of the 
new translator rules indicates that 
they offer great promise of making 
television service available to many 
areas now lacking it. 


“But Gov. McNichols argues that 
translators are not suitable for all 
areas—especially the rugged terrain 
found in many sectors of the far west 
—and asks for the opportunity of 
demonstrating that vhf boosters, along 
with translators, should be authorized. 
Upon its reconsideration of this mat- 
ter, the commission has concluded that 
rule-making should be initiated to 
consider the feasibility of authorizing 
low-power tv repeater stations em- 
ploying either vhf or uhf channels. 
Accordingly, the commission is pro- 
posing the adoption of rules . . . gov- 
erning a new type of service—low- 
power television broadcast repeater 
stations.” 


TRANSLATOR COST. To this might 
be added the fact that translators cost 
from $7,000 to $10,000, plus conver- 
sion of sets, and that it would be en- 
tirely unrealistic to expect tiny com- 


(Continued on page 64) 
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medium. Nearly half found tv the most 
effective of all media. 

Two famous personalities dealing in 
powerful ideas have said: 

President Eisenhower, in June 1955: 
“In many ways the effect of television 
in swaying public opinion, particularly 
about burning questions of the mo- 
ment, may be even greater than the 
press (although I am sure my friends 
of the press will have plenty to criticize 
in that statement). Nevertheless, it is 
something different, and you do intro- 
duce personality as well as cold fact. 

“The publisher puts in your home 
a piece of print. It is essentially cold 
—but with television you put an appeal- 
ing voice or engaging personality in 
the living room of the home, where 
there are impressionable people from 
the ages of understanding on up.” 

Bishop Sheen: “. . . Einstein knocked 
the boundaries out of time, but tele- 
vision has annihilated space and time 
as we commonly conceive them, by 
making the most distant events almost 
immediately visible; it is omnipresent, 
instantaneous and speaks a language 
of the eye which knows no frontiers 
of nations nor horizons of color or 
race.” 

In recent years, more and more 
“concept” advertisers have been turn- 
ing to television. 

Nathanael V. Davis, president of 
Aluminium Ltd., says this about his 
corporation’s television advertising: 
“In our film commercials it has been 
our purpose to tell the viewer about 
the important part the company plays 
in supplying U. S. industry with pri- 
mary aluminum from Canada. The 
visual impact of television has also 
made it possible for us to show the di- 
versity of applications for our product 

. Via our continued sponsorship of 
a high-quality program like Omnibus 
we believe that good progress has been 
made in achieving the kind of cor- 
porate recognition that we seek.” 

The trend continues. Timken Roller 
Bearing Co. is a new “concept” adver- 
tiser using television in 1957. In a 
special report to its stockholders telling 
about this first step into tv advertising, 
Timken said: “We believe tv can be 
successfully used by our company to 
intensify and broaden the awareness of 
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Timken among our customers, our cus- 
tomers’ customers and the public. 
Television has demonstrated its effec- 
tiveness in accomplishing such objec- 
tives. With television we can not 
only tell our story and show our 
product, but we can make our product 
move. And motion is the whole purpose 
of a Timken bearing.” 

Television sells intangibles. 

The Prudential Insurance Co. is the 
fastest-growing insurance company in 
the world, with 1956 sales of $8.2 bil- 
lion. Over 80 per cent of Prudential’s 
advertising budget is in television. Its 
six million weekly tv sales calls into 
the homes of America pave the way for 
Prudential’s salesmen to go in and talk 
to prospective insurance buyers on a 
friendly and welcome basis. Prudential 
wants, and gets, broad coverage, family 
audience and a spirit of good service. 
“Television and our program are an 
ideal framework for introducing to the 
family ‘your Prudential agent,’” says 
Prudential’s topmost public-relations 
executive. 


AGA Bought Tv 


The American Gas Association, rep- 
resenting the nation’s sixth largest in- 
dustry, wanted to reach the public with 
the most powerful mass medium avail- 
able. The AGA bought segments of 
Playhouse 90 on CBS-TV “to promote 
the use of gas in the home and to show 
its advantages and modernity.” At re- 
newal time, 97 per cent of member 
utilities voted for tv and continuance 
on Playhouse 90, a 52-week campaign 
costing AGA members a total of $3 
million. 

The Tea Council does not sell brands 
of tea. It sells the concept of drinking 
more tea. To prove tv’s suitability to 
sell a concept, the Tea Council used 
television exclusively in 10 U. S. cities 
and tested its spot-announcement cam- 
paign. Within 26 weeks 88 per cent 
of the tv homes had seen and remem- 
bered the tea campaign, and over 80 
per cent remembered specific reasons 
why they should drink tea. “Dislikers” 
of tea dropped 7 per cent, and 30 per 
cent more people said they liked tea 
very much. Tea consumption in tv 
homes increased 12.3 per cent, versus 
a decrease of 6.3 per cent in non-tv 
homes. 

At DuPont 90 per cent of sales are 


“ingredient products,” yet television 
wins the largest and fastest-growing 
share of DuPont’s corporate advertis- 
ing. This is DuPont's seventh consecu- 
tive year of network television. 

DuPont’s audits and psychological 
studies show: tv viewers more favor- 
able toward DuPont and also have 
more specific reasons for feeling so; 
people understand DuPont’s role in 
contributing to their “better living”; 
DuPont’s programs win friends just 
as the commercials have; respect for 
DuPont’s programs “rubs off” in the 
form of new business. 

United States Steel has used tele- 
vision and the U. S. Steel Hour to sell 
its corporate image for over five years. 
Despite U. S. Steel’s determination to 
keep its program “institutional,” when 
an “institutional” commercial showed 
the strength of steel in the Mackinac 
Straits Bridge, a phone call from a 
viewer, a public-works engineer for the 
state of Illinois, led to a $30-million 
steel order for an upcoming Illinois 
bridge. Again, when an “institutional” 
commercial showed advantages of steel 
homes, the company got over 20,000 
mail inquiries and there was a high 
conversion of the inquiries to Gunni- 
son Home Another “institu- 
tional” commercial showed the versa- 
tility of steel for fences. As a result, 
U. S. Steel got over 35,000 mail in- 
and a high 


sales. 


quiries conversion to 
Cyclone fence sales. Again this year. 
U. S. Steel is using television for its 
“Operation -Snowflake” promotion to 
sell for its customers appliances made 
of steel. 

In 1956 these “ingredient product” 
companies allocated a high percentage 
of their total media budget to tv: 
Alcoa, 59 per cent, Aluminium Ltd., 76 
per cent, Reynolds Metals, 71 per cent. 
Kaiser Aluminum, 52 per cent, and 
U. S. Steel, 59 per cent. In 1957 Kaiser 
put $8 million into tv, making its per- 
centage to television even higher. 

Recruiting of skilled and unskilled 
workers is one of the most critical 
problems of corporations today. Tele- 
vision can be used for direct recruiting 
—as some companies have already 
done. But even beyond this, “regular” 
television advertising can make a com- 
pany warm and human, exciting in its 
type of work, attractive in its location 
and surroundings. And when people 
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Mrs. Van Wiseman was an immediate 
hit. A casual informality and an ap- 
parent love for animals won her a 
warm and loyal audience. 

For the first three months the only 
commercial reference to the store was 
the opening and closing credits. This 
policy of indirect commercials began 
to be felt in the shop. Sales zoomed. 
With questions taken care of on the 
program, more time could be devoted 
to sales. 

New quarters had to be made avail- 
able. The Wing and Fin moved into 
the present larger building. The tele- 
vision show was lengthened from a 
quarter-hour to a half-hour and was 
eventually moved to the present sta- 
tion—waBp (11:30-12 noon, Sun.). 
The staff of the shop was increased 
and now numbers 35 trained persons. 


Estimates of the Wing and Fin Pet 
Center’s annual gross today vary but 
usually start around the $2-million 
mark, with the biggest part coming 
from pets and pet supplies. 

Just as television has proved the 
secret of success for the Wing and Fin 
Pet Center, it has been an effective 
advertising medium, not only for 
small shops and pet suppliers, but for 
nearly all of the pet-food makers as 
well. Following. in alphabetical order, 
are a typical group of these manu- 
facturers and processors, as well as 
some of the other pet shops that have 
tried television. 

e Bishop’s Pet & Toy Shops, of 
Baltimore, have channeled most of 
their relatively small advertising bud- 
get into television because the medium 
has proved effective for them. At pres- 
ent, they are spending about $200 a 
week on wJz-Tv Baltimore, buying 10- 
second and 60-second announcements 
in daytime segments. ID’s are slides, 
and minutes are live, with pets, pet 
foods and toys featured. 

The shops have used wJz-tv (for- 
merly wAAM) for four years. Robert 
Gill is principal executive of Bishop’s 
and handles the advertising through 
his agency, Franz Advertising. Joseph 
Franz is agency man on the account. 

e Calo Dog Foods Inc. is estimated 
to have spent around $50,000 last 
year promoting its line of pet foods 
with spot television. 


Principal medium for Calo is the 
Pet Exchange on KGO-TV San Francisco 
and KTTV Los Angeles. Now in its tenth 
year on television, after a long period 
on radio, the Pet Exchange is con- 
ducted by Frank Parke Wright, a well 
known expert in animal welfare. 

The Wright program is being of- 
fered for national syndication in other 
markets outside of the Los Angeles- 
San Francisco area. It will operate, as 
it does in the two California cities, in 
cooperation with local SPCA’s and 
other accredited humane societies. 

In the 22 years which his program 
has been on the air, Mr. Wright has 
found that the audience is more in- 
terested in the pets themselves than in 
any talent which might be offered on 
the show. At one time a series of beau- 
tiful Hollywood starlets was tried but 
viewer reaction was to the animals and 
not the girls. 

While animal experts often appear 
on the show, instructions are given for 
training puppies and older dogs, and 
other features of interest to pet lovers 
are introduced, the essential format of 
the program is to show lost and strayed 
pets, furnished by the local SPCA or 
humane society, and ask for foster 
parents from the audience. To date 
more than a million pets have been 
placed in homes. 


Carnation to Network 


e Carnation Co. has been an impor- 
tant spot advertiser for its Friskies 
pet food, spending around $700,000 in 
the medium last year, and continuing 
the program into the first quarter of 
1957. On March 31 the company can- 
celed the Annie Oakley program, which 
it had been sponsoring and which had 
been called the “largest single spot 
buy” ever made. 

While spot proved effective, Carna- 
tion executives decided to switch the 
Friskies commercials to the Carnation- 
sponsored George Burns-Gracie Allen 
show on CBS-TV. 

“There were two fundamental rea- 
sons for this change,” says Donald H. 
Arvold, general advertising manager 
for dog food, cereals and feeds. “First, 
we wished to strengthen the association 
between the brand name Friskies and 
the brand name Carnation. Second, 
we found it difficult to maintain ade- 
quate advertising pressure in multi- 


station markets using an evening show 
in network pre-emption time periods. 

“During 1958 we plan tentatively to 
continue the use of Burns and Allen 
for Friskies dog food,” Mr. Arvold 
continues. “This is not meant to reflect 
on the advantages of spot-television 
buying and does not mean that we 
may not again use spot television; it 
means simply that under present cir- 
cumstances we consider the Burns and 
Allen participation more advantageous, 
all things considered.” 

e Gleim’s Trading Post, Columbia, 
Mo., began using television on KOMU- 
tv Columbia to advertise the store and 
to familiarize the public with its un- 
usual “Glimes,” 
not “Gleem’s,” proprietors of the store 
had found that while newspapers could 
spell the name correctly they had a 
hard time teaching people to pro- 


name. Pronounced 


nounce it, and while radio pronounced 
it the right way it left the spelling in 
doubt. 

The store carries an unusual com- 
bination of pets, toys and cosmetics. 
A “Name-the-Gleim’s-Monkey” contest 
the 60-second live 

Monday 


Friday, with more than 700 viewers 


was featured on 


commercials each through 
sending in names. Commercials were 
spotted on a KOMU-TV children’s show 
(4:30-5:30 p.m., Mon.-Fri.) and were 
delivered by the emcee, known on the 
station as Jolly John. The commercials 
pointed out that Gleim’s was a most 
unusual type of store, with pets, games 
and toys. Monkeys, dogs, fish and 
parakeets were introduced during the 
program. 

e Hartz Mountain Products, of New 
York and Chicago, packagers of Hartz 
bird seed, use spot television as a 
promotion medium. During 1956 the 
company spent about $29,000 in tele- 
vision, and the campaign has been 
continued and expanded in 1957. At 
present, spots are running on around 
10 television stations in widely separ- 
ated parts of the country. 

Typical of these campaigns is the 
schedule on KHJ-Tv Los Angeles, where 
Hartz Products buys two participations 
per week in Cartoon Express, a pop- 
ular cartoon program. Commercials 
are sound on film. The campaign costs 
approximately $350 a week. 

e The Kellogg Co., of Battle Creek, 
has promoted its line of Gro-Pup feeds 
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to some extent through television. Last 
year Kellogg spent nearly $100,000 in 
spot on its Gro-Pup brands, and this 
year the total is expected to be larger. 
Currently, Gro-Pup is advertised on 
less than 20 stations. 

e Lewis Food Co., of Los Angeles, 
distributors of the Dr. Ross family of 
pet foods, has been a large user of 
tv throughout its ]1]-state territory. 
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“A very large share of our budget 
goes into spot television,” says D. B. 
Lewis, president. “Our sales were up 
better than 16 per cent for last year, 
and it would suggest that spot tele- 
vision, along with the Dan Smoot pro- 
gram (on television), is doing an out- 
standing job for the Dr. Ross family 
of pet foods. 

“According to the trade reports we 
have obtained,” Mr. Lewis continues, 
“it would indicate that the Dr. Ross 
family of fine pet foods does better 
than 52 per cent of the total animal- 
food market in the areas represented 
by our company.” 


W est Coast Markets 


Last year the Lewis Co. is estimated 
to have spent more than $650,000 in 
spot tv. Most of the important west- 
coast television markets, including Los 
Bakersfield, 
Diego, Portland and Seattle, are on 
the schedule. Lewis Food has been a 
sponsor of the Dan Smoot Reports and 
a supplemental spot program in most 
of these markets. At present, the com- 
pany is participating on an MGM 
movie package in Los Angeles, as well 


Angeles, Eureka, San 


as the Smoot and spot campaigns. In 
San Francisco Lewis is not currently 
represented, but the company is hope- 
ful that arrangements will be worked 
out in the near future. 

Lewis Food has a campaign running 
in Hawaii. On KuULA-TV Honolulu both 
film and live commercials are used in 
Saturday 
evening. The feature is sponsored in its 


feature-film programs on 


entirety by the pet-food firm. 

Agency is Rockett-Lauritzen, with 
Don Lauritzen account executive. Mike 
May is the advertising manager for 
Lewis Food. 

e Ralston Purina has become a 
heavy spot-television advertiser in pro- 
moting its new line of Dog Chow which 
is being offered for the first time this 
year through grocery stores and super- 
markets. Last year the total spot bill 
was in the neighborhood of $700,000, 
and this year it is expected to be even 
higher, with current campaigns run- 
ning on some 100 television stations. 

Handled by Gardner Advertising, 
St. Louis, the company is using several 
media, with heavy concentrations in 
television. Patricia Schenzing is time- 
buyer for the agency. 


The advertising budget of more than 
$3 million is broken down into 34 
per cent for television, 18 per cent 
for consumer publications and the rest 
for local and regional advertising. In 
addition to spot, Ralston Purina spon- 
sors The Big Story on the NBC-TV 
network. 

Ralston Purina is an old hand in 
the pet-food market, but has always 
distributed through feed stores and 
only recently entered the highly com- 
petitive grocery-store field. Preparing 
for this step, the line of Dog Chow 
was revitalized by a new formula which 
has met with very favorable response. 

e Rival Dog Foods, heavily pro- 
moted product handled by the Associ- 
ated Products, Inc., uses participations 
on stations across the country. Last 
year total expenditures for television 
were estimated at more than a half- 
million dollars. Commercials take the 
form of 20’s and minutes for the most 
part and appear in all time classes. 
All show live action on film. 


On 50 Stations 


Rival commercials are now appear- 
ing on more than 50 stations. 

Typical of these contracts, which 
are handled by McCann-Erickson, Chi- 
cago, is that with WBBM-Tv Chicago, 
which calls for from one to 12 an- 
nouncements per week in the different 
time classes. A one-minute participa- 
tion is scheduled in the feature-film 
program, Best of MGM; 20's are 
scheduled in Class A and Class AA 
time. 

e Standard Brands is sponsoring 
one-minute commercials in some 35 
markets for its Hunt Club and Kendall 
pet foods. Most of the announcements 
are placed in late evening time. 

Hunt Club has been a consistent 
television advertiser. Last year invest- 
ments in the medium totaled more than 
$800,000. Ted Bates & Co. is the 
agency for Hunt Club, with Larry 
Donino buying time for the account. 

e Wilson and Co. is sponsoring Dr. 
Hudson’s Secret Journal, MCA TV 
Film syndication, in 27 markets for its 
Ideal Dog Food. Announcements are 
used in an additional 10 markets. 

The account is handled by the 
United States Advertising Corp., of 
Chicago, with Jeannette 
buying time. 


Duringer 
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Co. (bread, eggs & meat), Campbell-Mithun; 
National Biscuit Co. (Honey Grahams, Pea- 
nut Butter, Cookies), McCann-Erickson; 
George A. Hormel & Co. (franks), BBDO; 
Floyd Rice (car dealer), direct; Royal City 
Foods (canned food), Cockfield, Brown; 
John Morrell & Co. (meats), Campbell- 
Mithun; Socony Mobil Oil Co., Inc. ( Mobil- 
gas), Compton; Quaker Oats Co. (Aunt 
Jemina Pancake mix), JWT; Ford Dealers 
(used cars), JWT; Clorox Chemical Co. 
(bleach), Honig-Cooper; Advertising Coun- 
cil (Better Schools), B&B; Harrah’s Club 
(resort), Meltzer; University Chevrolet (car 
dealer), Cappy Ricks; American Telephone 
& Telegraph Co. (Yellow Pages), Humphrey, 
Alley & Richards; General Mills, Inc. (Betty 
Crocker pancakes), D-F-S. 

In Production: Mennen Co. (skin bracer), 
McCann-Erickson; Pacific Gas & Electric 
Co. (utility), BBDO; Bapco Paints, Cock- 
field, Brown; Standard Oil Co. of Ohio 
(gasoline), McCann-Erickson; Delnor Foods 
(frozen peas), Cockfield, Brown; General 
Foods Corp. (Post’s Grape Nut Flakes), 
B&B; Kellogg Co. (Corn Flakes), Burnett; 
National Biscuit Co. (Ritz crackers), 
McCann-Erickson; Ohio Bell Telephone Co., 
McCann-Erickson. 
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DYNAMIC FILMS, INC. 


Completed: Police Athletic League, direct; 
Charles Antell, Inc. (Formula 9 shampoo), 
direct; Pan American Airlines, direct; 
Bulova Watch Co. (watches), direct. 


GOLDSWAN PRODUCTIONS 

Completed: Northwest Orient Airlines, 
Campbell-Mithun; American Tobacco Co. 
(Hit Parade cigarettes), BBDO; Frontier 
Oil Refining Co. (gasoline). Comstock; 


Liggett & Myers Tobacco Co., McCann- 
Erickson. 

GRAY & O’REILLY 

In Production: Remington, Inc. (electric 


shavers), Y&R; General Cigar Co. (White 
Owl), Y&R; Cities Service Co. (gasoline), 
Ellington; Colgate-Palmolive Co. (Ajax), 
Houston; Nestle Co., Inc. (instant coffee), 


Houston; Falstaff Brewing Corp. (beer), 
D-F-S. 

JAMIESON FILM CO. 

Completed: International Shoe Co. (Red 


Goose shoes), D’Arcy; Neuhoff Packing Co. 
(meats), C. Wendel Muench; Mercantile 
Trust Co. (bank service), Ratcliffe; Capri 
Salad Oil Co., McCann-Erickson; Humble 
Oil & Refining Co. (gasoline), McCann- 
Erickson; Arkansas-Louisiana Gas Co. (gas 
ranges), Robt. Butcher. 

In Production: Tenilhist Co. (Pharma- 
ceutical), Pams; J. D. Jewell, Inc. (frozen 
foods), Crawford & Porter; Continental 
Trailways (bus service). Sanders; Lee Op- 
tical (glasses), Mayfair; Burrus Mill & 
Elevator Co. (flour), Tracy Locke. 


KEITZ & HERNDON 


Completed: Liberty Oil Co. (Amilico gaso- 
line), Taylor, Norsworthy; Lone Star Brew- 
ing Co. (beer), Glenn; Southern Union 
Gas Co. (gas & gas ranges), direct; Dr. 
Pepper Co. (soft drink), Grant; Dallas 
Community Chest, Tracy-Locke; Cain’s 
Coffee Co. (instant coffee), Lowe Runkle; 
O. A. Sutton Corp. (Vornado air condition- 
ers), Lago & Whitehead; Lone Star Gas Co. 
(gas & gas ranges), Erwin, Wasey; Ruth- 
rauff & Ryan; APCO (gasoline), Erwin, 
Wasey; Mishawaka Rubber & Woolen 





An MGM.-TV spot for Colgate-Palm- 
olive’s Lustre-Creme Shampoo featur- 
ing Anita Ekberg (c). 


Mfg. Co. (Red Ball jets shoes), Campbell- 
Mithun. 

In Production: Standard Oil of Indiana 
(gasoline), D’Arcy; Cain’s Coffee Co. (in- 
stant coffee), Lowe Runkle; Derby Refining 
Co. (gasoline), McCormick Armstrong; 
lon> Star Brewing Co. (beer), Glenn; Dr. 
Pepper Co. (soft drink); Grant. 


KLAEGER FILM PRODUCTIONS, 
INC, 


Completed: General Motors Corp. (pillars, 
proving grounds, product noise), MacManus, 
John & Adams; Greyhound Corp. (bus 
transportation), Grey; American Machinery 
& Foundry Co. (De Walt Power shop, 
automatic pinspotter, balls, bags & shoes, 
voight), Fletcher D. Richards; Procter & 
Gamble Co. (Tide), B&B; Lever Bros. 
Co. (Imperial margarine), FC&B; S. A. 
Schonbrunn & Co., Inc. (Savarin coffee), 
FC&B; Whitehall Pharmacal Co. (Anacin), 
Bates; Westinghouse Electric Corp. (Power 
Generation), McCann-Erickson; Scripto, 
Inc. (pens), Donahue & Coe; Minnesota 
Mining & Mfg. Co. (Scotchguard), Mac- 
Manus, John & Adams; R. J. Reynolds 
Tobacco Co. (Winston), Esty; Shulton, Inc. 
(vift package). Wesley: U.S. Rubber Co. 
(Navy Log), Fletcher D. Richards. 

In Production: U.S. Rubber Co. (Nauga- 
tuck, Greenhouse, Research Center, Dy- 
namometer, Jet airplane), Fletcher D. Ri- 
chards; General Motors Corp. (Get Ready, 
G M Five, Heads & Tails, Interiors, An- 
niversary), MacManus. John & Adams; P. 
Ballantine & Sons (beer), Esty; R. J. 
Reynolds Tobacco Co. (Camels), Esty. 


JAMES LOVE PRODUCTIONS 


In Production: Bovle-Midway, Inc. (Easy- 
Off), Geyer. 


NATIONAL SCREEN SERVICE 
CORP. 


Completed: J. B. Williams Co. (Williams 
shaving cream), Parkson; Habitant Soup Co. 
{soup), Beacon; Pontiac Motor Div. General 
Motors Corp. (Pontiac cars), MacManus, 
John & Adams: P. Ballantine & Sons (beer), 
Esty; State of New Jersey (Safety Film), 
direct; Whitehall Pharmacal Co. (Dristan), 
EWR&R; Narragansett Brewing Co. (beer), 
C&W. 


RAY PATIN PRODUCTIONS, 
INC. 


In Production: Pillsbury Mills, Inc. 
(Brownie Mix), Burnett; Libby, McNeill 
& Libby (Libby’s pineapple, fruit cock- 


tail & corn), JWT. 


PLAYHOUSE PICTURES 

Completed: San Francisco Brewing Corp. 
(Burgermeister beer), BBDO; Falstaff 
Brewing Corp. (beer), D-F-S; U.S. Navy 


Dept. (recruiting), direct; Big Boy 
Drive-Ins, direct; Ford Motor Co. (1958 
Ford cars), JWT. 

HAL ROACH STUDIOS 

Completed: Bulova Watch Co. (watches), 
McCann-Erickson; Mars, Inc. (candy), 
Knox Reeves; Nestle Co., Inc. (Nes- 
cafe), Houston; Procter & Gamble Co. 
(Camay soap), Burnett. 


In Productien: Bulova Watch Co. (watch- 
es), McCann-Erickson; General Motors 
Corp. (1958 cars), Kudne~: >. C. Johnson 
& Son, Inc. (Klear wax), FC&B. 


FLETCHER SMITH 
PRODUCTIONS 


Completed: Bristol-Myers Co. (Bufferin), 
Y&R; Quality Bakers of America Coopera- 
tive, Inc. (Sunbeam bread), Campbell- 
Mithun; Waterman-Waterbury Co. (air-con- 
ditioning), Olmsted & Foley. 

In Production: Bristol-Myers Co. ( Bufferin), 
Y&R; Dy-Ner-Gy Co. (Dy-Ner-Gy pills), 
Telavix. 


SOUND MASTERS, INC. 


Completed: Chesebrough-Pond’s, Inc. (Vase- 
line hair tonic), McCann-Erickson; P. 
Lorillard Co. (Kent cigarettes), L&N; Bor- 
den Co. (instant coffee), DCS&S; General 
Electric Co. (lamps), BBDO; Procter & 
Gamble Co. (Spic & Span), Y&R. 

In Production: Procter & Gamble Co. 
(Crisco & Cheer), Y&R; P. Lorillard Co. 
(Kent cigarettes), L&N; Borden Co. (instant 
coffee), DCS&S; Procter & Gamble Co. (Spic 
& Span), Y&R; Chesebrough-Pond’s, Inc. 
(Vaseline hair tonic), McCann-Erickson. 


BILL STURM STUDIOS, INC. 


Completed: Radio Corp. of 
(Whirlpool), K&E; Ronson Corp. 
ers), NC&K MGM (Raintree County), 
Donahue & Coe; Herald Tribune (Tangle 
Towns), Donahue & Coe; Philadelphia 
Inquirer, Lefton; Glamur Products, Inc. 
(Easy Glamur), Grey; Lambert Pharmacal 
Co. Div. Lambert Co. (Listerine), Lambert 
& Feasley; Coca-Cola Co. (Coca-Cola), Me- 
Cann-Erickson. 


America 
(light- 


In Production: Niagara Mohawk Corp., 
BBDO; Association of Apple Growers (Mc- 
Intosh apples), Hoyt; Food Manufacturers, 


Inc. (M&M candies, Uncle Ben’s rice), 
Bates: Speidel Co. (watchbands. identi- 
fication bracelets), NC&K; MGM (Les 


Girls, Jailhouse Rock, Invisible Boy), Don- 
ahue & Coe. 


TV CARTOON PRODUCTIONS 


Completed: Leslie Salt Co. (salt), Honis- 
Cooper; Crocker-Anglo National Bank 
(savings), C&W; Tru-Vue Co. (3-D gift 
sets), Morton & Stanton; MacGavin Baking 
Co. (bread), McKim; Mor-Pak Corp. (Aunt 
Merv’s aspavagcus). Evans-McClure; J. A. 


Folger & Co. (instant coffee), Brooke, 
French, Smith & Dorrance; Kilpatrick 
Bakeries, Inc. (white bread), Reinhardt. 


In Production: Kaiser Steel Corp. (Ameri- 
can steel), Y&R; William Baking Co. 
(white bread), Reinhardt; Cunningham 
Drug Co. (drug chain), Simons-Michelson; 
Wrigley’s Supermarkets, Simons-Michel 
son; Standard Oil Co. of California (RPM 
30), BBDO. 


UPA PICTURES, INC. 

Completed: S. A. Schonbrunn & Co. 

(Savarin), FC&B; Sylvania Electric Prod- 

ucts, Inc.. JWT; Liggett & Myers Tobacco 

Co. (Chesterfield—Frank Sinatra Shou 
(Continued on page 54) 
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Film 
opening), McCann-Erickson; State Line 
Potato Chips, Randell. 

In Production: Nestle Co., Inc. (Nescafe), 
Houston; Coca-Cola Export (Coca-Cola), 
direct; S. A. Schonbrunn & Co. (Savarin), 
FC&B; Sylvania Electric Products, Inc., 
JWT; Swift & Co., Toronto (bacon), Mc- 
Cann-Erickson; Pan American Coffee Bu- 
reau, direct; Benson & Hedges (Parliament 
cigarettes), B&B; American Sugar Refining 
Co. (Domino sugar), Bates. 


(Continued from page 53) 


VAN PRAAG PRODUCTIONS 


Completed: Chrysler Corp. (Chrysler & 
Imperial cars), McCann-Erickson; Westing- 
house Electric Corp. (tv sets), McCann- 
Erickson; Delco-Remy Div., General Motors 
Corp. (batteries), Campbell-Ewald; Mercury 
Div., Ford Motor Co. (Mercury cars), K&E; 
Eastern Air Lines (air travel), Fletcher D. 
Richards; Dodge Div. Chrysler Corp. (Dodge 
cars), Grant; Plymouth Motor Corp. Div. 
Chrysler Corp. (Plymouth car), Ayer; Alu- 
minum Co. of America (aluminum), F&S&R; 
United Nations (public service), Advertising 
Council. 

In Production: Mercury Div. Ford Motor 
Co. (Mercury cars), K&E; Aluminum Co. of 
America (aluminum) F&S&R; Chrysler 
Corp. (Chrysler & Imperial cars), McCann- 
Erickson; Deleo-Remy Div. General Motors 
Corp. (batteries), Campbell-Ewald; Chevro- 
let Motor Div. General Motors Corp. (Chev- 
rolet cars), Campbell-Ewald; Dodge Div. 
Chryser Corp. (Dodge cars), Grant; S. C. 
Johnson & Son, Inc. (Johnson’s wax), 
NL&B; Pymouth Motor Corp. Div. Chrysler 
Corp. (Plymouth cars), Grant; Bulova 
Watch Co. (watches), direct; Eastern Air 
Lines (air travel), Fletcher D. Richards; 
D-X Sunray Oil Co. (D-X Boron, Potts- 
Woodbury. 


VIDEO FILMS 


Completed: Citizen’s Mutual Automobile 
Insurance Co., Clark & Robertz; Sam’s, 
Inc. (dept. store), Stockwell & Marcuse; 
Fintex Clothes (men’s clothing), Luckoff 
& Wayburn; Stroh Brewery Co. (beer), 
Zimmer, Keller & Calvert. 

In Production: Specialty Bakers Services 
(Sunrich bread), Scope; Standard Federal 
Savings & Loan Assn. (banking services), 
Denman & Baker; Monroe Auto Equipment 
Co. (shock absorbers), direct; National 
Brewing Co. (National Bohemian beer), 
W. B. Doner. 


ROGER WADE PRODUCTIONS 


Completed: Landers, Frary & Clark (Uni- 
versal Cook A Matic Appliances), Goold & 
Tierney; Shell Oil Co. (Christmas Public 
Relations), direct. 


WONDSEL, CARLISLE & 
DUNPHY 


Completed: Royal McBee Corp. (dealer 
spots, portables for Christmas), Y&R. 

In Production: Borden Co. (cheese 
spreads), Y&R; E. I. DuPont de Nemours 
& Co. (Tynex nylon bristles), BBDO; Esso 
Standard Oil Co. (Joyful Motorists, Cop, 
Why Pay), McCann-Erickson; General Elec- 
tric Co. (Telechron clocks), Ayer; General 
Foods Corp. (Gaines meal—Tug of War), 
B&B; Hudson Pulp Paper Corp. (Hudson 
toilet tissue—Easy Tear), NC&K; Liberty 
Mutual Insurance Co. (re-editing), BBDO; 
Procter & Gamble Co. (Blue Dot Duz), 
Compton; Royal McBee Corp. (all type- 
writers), Y&R. 
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“meet” the firm in their home, the 
whole family is involved—and selecting 
a field of work in the case of young 
people or considering new job horizons 
is a family consideration. 

Television is a new medium for re- 
cruiting. Already many organizations 
have used tv for this purpose—on both 
a national and local (or spot) basis. 
In addition to television’s being able to 
present a fuller picture in showing a 
company’s personality, tv is three to 
four times more compelling than news- 
papers to the very people you most 
want to reach. 

College-educated persons spend 270 
per cent more time with tv than with 
newspapers. Skilled workers spend 320 
per cent more time. Technicians and 
engineers 350 per cent more, and ex- 
ecutives and managers 350 per cent 
more. 

The American Viscose Corp. abbre- 
viated its corporate name to Avisco. 
Within nine months, its tv campaign, 
using a women’s appeal program, ac- 
complished three objectives: 1. Recog- 
nition of the Avisco name, a 100-per- 
cent increase among viewers and a 
47-per-cent increase among non-view- 
ers. 2. Awareness of Avisco products, 
an 800-per-cent increase among viewers 
and a 300-per-cent increase among 
those who did not see the program. 
3. Confidence in the Avisco label, a 
500-per-cent increase among viewers 
and only 200-per-cent among non- 
viewers. 


Increasing Good Will 


Consolidated Edison, the third larg- 
est utility, has sponsored the Tex An- 
toine tv weather program in New York 
continuously since 1949. There has 
been a steady increase in the percentage 
of household heads who have a thor- 
oughly favorable attitude toward Con 
Edison—reaching an all-time high of 
87 per cent in the latest survey. The 
Alfred Politz study shows a high degree 
of correlation between liking for Con 
Edison and viewing of the Antoine pro- 
gram. One 30-second offer of a weather 
almanac brought 13,000 requests from 
New Yorkers. 

The American Telephone and Tele- 
graph Co. puts it this way: “Televi- 
sion, with its impact through sight, 


sound and intimate relationship with 
the family living pattern, is an increas- 
ingly important tool of marketing man- 
agement. Its penetration into practically 
every segment of the total market gives 
a unique advantage to the advertiser 
who sells or services the general public. 
Further, its rising influence coincides 
with a period of increasing business 
innovation and technological change 
that will require quick and ready public 
understanding, acceptance and willing- 
ness to buy.” AT&T spent $6 million 
in tv in 1956. 

The General Electric Co. sponsors 
the GE Theatre Sunday evenings pri- 
marily to promote the GE corporate 
image. GE talks to 17 million families 
or about 40 million Americans each 
week. President Ralph Cordiner says: 
“Every research project shows citizens 
fear size when they don’t understand 
it. On the GE Theatre we talk about the 
General Electric Co. as a warm human 
organization making contributions to 
the country as a whole.” 


90 Per Cent Remember 


Gallup-Robinson opinion surveys re- 
port GE gets as high as a 90-per-cent 
remembrance score for its commercials. 
In one year, the motto, “Progress is our 
most important product,” had a 300- 
per-cent increase in corporate identifi- 
cation, as shown from two matched 
consumer surveys. 

This is a fabulous age. More “im- 
possible” things are happening every 
day. 

RCA has found that 80 per cent of its 
annual sales in 1955 were in products 
which did not exist 10 years earlier. 
Who today can say what changes to- 
morrow will bring to products, mar- 
kets, methods of selling—in fact, to 
entire corporate activities. 

A company name favorably en- 
trenched today in the minds of Amer- 
icans is protection for change. 

One hundred and seventy million 
Americans are the corporate public. 
Television’s power of implanting a cor- 
poration’s name and personality with 
the American public, as has been 
proved by DuPont, General Electric 
and U. S. Steel, is a conveyor belt, or 
rather, an electronic avenue of talking 
person-to-person about a _ corporate 
image. 
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TELEVISION AGE 


(cA central billing organization 
would simplify the purchase 
and handling of spot and would save all 
concerned time and money,” said 
Adam J. Young Jr., president of his 
own station representative firm. 

Mr. Young went on to tell TELEVISION 
AGE that when an agency (and/or the 
advertiser) deals with a network it gets 
one bill. But when it buys spot sched- 
ules, it gets separate bills from every 
station involved. “Those of us on the 
selling side,” he stated, “should take it 
as part of our responsibility to try to 
cut down expenses for the buyers. In 
most cases this means the agency. If 
we can lop off, say, two per cent of an 
agency’s expenses by reducing its book- 
keeping, we'll be making spot that 
much more attractive.” 

It’s Mr. Young’s opinion that a cen- 
tralized billing operation could be set 
up and supported by all facets of the 
industry—station, rep and agency, and 
advertisers who want to. He envisions 
a system whereby stations would send 
their affidavits to this central bureau 
and it, in turn, would make payment to 
the stations as soon as possible. These 
“on-the-spot” payments, Mr. Young 
believes, would relieve stations of the 
present heavy burden of carrying cash 
flow money, necessary because pay- 
ments are sometimes not made for as 
long as several months after the spot 
was telecast. The system would also 
eliminate delaying all payments because 
of “difficulty” over one item, a situation 
which comes up often. The bureau 
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could also make payments to the reps as 
well as commissions to the agencies. 

“There are, of course, many points 
in such a set-up that will need much 
clarification,” Mr. Young allowed. 
“For instance, the method of how such 
an operation would be financed. But 
possibly a bank would put up the 
money to keep it running. And then 
there’s the question of how much to 
charge participating members. It would 
seem that a sensible approach would 
be to prorate the charges. There are 
many other problems, but I feel sure 
that they can be worked out. I’ve 
spoken to several agency executives and 
their reactions range from mildly to 
violently in favor. Something’s got to 
be done to ease the overbookkeeping 
burden that all of us are carrying. It’s 
just too complicated and too costly. 





Hope Martinez, timebuyer at Batten, 
Barton, Durstine & Osborn, Inc., New 
York, makes the placements for Ameri- 
can Tobacco Co. 





REPORT 


And the important thing right now is 
to stir up some thought in the industry 
about the idea of a centralized billing 
operation as a possible solution.” 


AMERICAN TOBACCO CO. 


(Batten, Barton, Durstine & Osborn, 
Inc., N. Y.) 

For LUCKY STRIKE the firm will sponsor 
one-half of the Big Ten basketball games 
starting Dec. 14 and one-half of the 
Atlantic Coast Conference basketball games 
starting Dec. 7. The Big Ten telecasts 
will cover 40 markets, Atlantic Coast 20 
markets. Hope Martinez is the timebuyer. 


ARNOLD BAKERIES, INC. 
(Charles W. Hoyt Co., Inc., N. Y.) 


During 1957 this baking company bought 
spot in and around kid shows. Right 
now it is making plans for 1958 and the 
chances of tv activity are good, but its 
coverage policy may be altered and the 
company will be buying in other time slots. 
Douglas Humm is the timebuyer. 


B. C. REMEDY CO. 

(N. W. Ayer & Son, Inc., 
Philadelphia) 

The upcoming campaign is largely radio, but 
there are three spot markets included. 
This effort will last until the end of April. 
Frank Carvell is the timebuyer. 


BEST FOODS, INC. 
(Sullivan, Stauffer, Colwell & Bayles, 
Inc., N. Y.) 


Announcement schedules will start in Jan- 
uary in about 15 markets for H-O 
products. Dan Hirsch is the timebuyer. 


BISSELL CARPET SWEEPER CO. 
(N. W. Ayer & Son, Inc., 
Philadelphia) 

The agency placed a four-week campaign 
that will end Dec. 21 in nine major 
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SUCCESS 


in selling—through television 


If you are interested in how different types of advertisers have used 
television successfully you are interested in the TELEVISION AGE series 


of Product Group Success Stories. 


Each article takes up a different kind of advertiser, goes into his 
advertising problems, then tells how these problems have been 
answered through television. Each case history is factual and com- 


plete. Each article includes dozens of actual television success stories. 


Reprints are available at 25c each, 20c in lots of 10 or more. Just 


fill out the coupon below. 


Reader’s Service 


Television Age 


444 Madison Avenue, New York 22, N. Y. 


Please send me reprints of the Product Group Success Stories: 

















(0 Please enter my subscription for TELEVISION ACE for one year at $7. As a 
premium I will receive a copy of the Source Book of Success Stories 
which includes the first 15 of the above Product Groups. 
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markets. This is Ayer’s last move for 

Bissell, which moves over to Leo Burnett 
the first of the year. Frank Carvell is 
the timebuyer. 


BLOCK DRUG CO. 
(Sullivan, Stauffer, Colwell & Bayles, 
Inc., N. Y.) 


Block bought a big chunk of NBC-TV’s 
Tonight—234 participations at the rate 

of one a night—starting Dec. 30. NYTOL 
will be included in the line-up of Block 
products on this network show. However, 
the product will also get additional tv 
spot exposure. GREEN MINT MOUTH- 
WASH is not slated to get any time on 
Tonight, and it will be placing spot sched- 
ules in selected markets. It is expected 
that GREEN MINT schedules will be in 
close to 25 markets during 1958, almost 
doubling its 1957 count of 14 markets. 
Ira Gonsier is the timebuyer. 


BRISTOL-MYERS, INC. 

(Young & Rubicam, Inc., N. Y.) 

The word on BUFFERIN is that at present 
the plans call for tv spot to play only 

a limited part. Most of the tv coverage 
for the product will be through the 
company’s network shows. Sy Drantch is 
the timebuyer. 


BURGESS VIBRO CRAFTERS, 
INC. 

(Lewin, Williams & Saylor, Inc., 
WN: ¥.) 

This maker of electric can-openers and a 
mixer-aerator has started schedules in 
several midwest markets, placing both day 


and night, with more of the latter. 
Michael Winter is the timebuyer. 


BURLINGTON INDUSTRIES, 
INC, 
(Ben Sackheim, Inc., N. Y.) 


The Narrow Fabrics Division of Burlington 
is running a five-day schedule beginning 
Dec. 9 in 68 markets, using 20’s in daytime 
and minutes in late-night times. Robert 
Glatzer is the timebuyer. 


BYMART-TINTAIR, INC. 
(Product Services, Inc., N. Y.) 


The company expects to expand its tv spot 





New Agency 

Frank J. Sego, who for the 
past six years headed the tv 
and radio department of Parker 
& Associates, Birmingham, Ala., 
has established his own adver- 
tising and public relations firm, 
Advertising, Inc. in that city. 
Shirley E. Barnett, formerly with 
Frank Taylor Advertising, is the 
new agency's secretary and 
media director. Mr. Sego an- 
nounced the names of five ini- 
tial clients, among these is the 
Busch Jewelry Co. with 30 
stores operating from Beaumont 
to Augusta. 
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enry Halpern’s office at MacManus, 
John & Adams looms high above 
Madison Avenue in New York City. 
Wall-to-wall fishnet drapes muffle and 
soften the room. 
Mr. Halpern joined MJA as research 
director in 1953. His background in- 
cluded eight years as a research ana- 





lyst and project director with the 
Gallup polls, copy research supervisor 
with Young & Rubicam and head of 
research at the Ward Wheelock Co. 
He was recently appointed vice pres- 
ident in charge of media and research 
on accounts handled in the MJA New 
York office and will continue to head 
television and radio research on all 
the agency’s accounts. 

Among the books atop his book- 
case—and everything in the office is 
neatly placed—are Vance Packard’s 
Hidden Persuaders, Mass Culture and 
How to Predict What People Will Buy. 

Mr. Halpern has smouldering dark 
eyes and measured speech. “There is 
nothing new about motivation research, 
except the label. It was used 20 years 


HENRY HALPERN 


ago, but now promotion by its own 
proponents has put it on the tip of 
everyone’s tongue.” Does Mr. Halpern 
think it’s as dangerously insidious as 
Mr. Packard maintains? “There is 
some danger,” he admits. “But it isn’t 
that dangerous. 

“Actually research functions in de- 
veloping information and _ providing 
tools for developing and establishing 
marketing strategy. Media implements 
the strategy.” 

To illustrate elementary aspects of 
research, Mr. Halpern points out its 
attributes in his field, broadcast, and 
continues: “The type of research done 
varies depending on the property in- 
volved and the time to be employed. 
Each situation must be interpreted in- 
dividually for selling a product. One 
piece of information alone is not 
relied upon, but must be substantiated 
by such 


sources as coverage 


listeners surveys, mail returns, local 


maps, 


rating services and Nielsen reports. | 
count heavily on the latter.” 








coverage to another 40 markets for CURL 
CREME and a new product, TINTAIR 
SATIN CREME FORMULA. Ben Pettick 


is the timebuyer. 


CADBURY-FRY, LTD. 
(Charles W. Hoyt Co., Inc., N. Y.) 


This candy firm’s four-market campaign 
is being extended for a few weeks and will 
end in mid-December. There will be a 
layoff, during which time there will be an 
appraisal made of its advertising situation. 
Douglas Humm is the timebuyer. 


CARTER PRODUCTS, INC. 


(Sullivan, Stauffer, Colwell & Bayles, 
Inc., N. Y.) 


The campaign for RISE which started 

in October is now in 42 markets. The 
product bought a mixture of announcements, 
sports shows and participations in Carter 
half-hour shows in the various markets. 
These schedules w'll run until the end of 
the year at least and, in some markets, 
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woobDiand Center, Grand Rapids, Michigan 
WOOD Broadcasting Inc. + A subsidiary of Time, Inc. » Licensee of Radio Station WOOD, 
5,000 watts, fulltime, NBC + Television Station WOOD-TV, channel 8, 316,000 watts 
e.r.p., 1909-foot antenna, NBC Basic, ABC Supplementary + Represented by Katz Agency 





they will be continued. For 1958, RISE is 
looking for network sports shows. Dan 
Hirsch is the timebuyer. 


COLUMBIA RIVER PACKERS 
ASSOCIATION 
(Richard K. Manoff, Inc., N. Y.) 


This firm spent better than 50 per cent « 
its advertising budget in tv during 1957. 
It is now in the process of reviewing 
its ad activity for the coming year, 

and indications are that there may be 
an increase in spot tv. Robert Kibrick, 
media director, is the timebuyer. 


CONTINENTAL CAR-NA-VAR 
CORP. 

(Product Services, Inc., N. Y.) 

The company has been adding some markets 
in Texas where it has been running 
schedules in many markets. Also has 
placements in Florida and one in Albuquer- 
que. The agency reports that Continental 
will make further extensions of it spot 
coverage in the south and southwest. Ben 
Pettick is the timebuyer. 


D’ORSAY SALES CO. 

(direct) 

This perfume company has placed time 
itself in New York and Cleveland as a test. 
Its agency, Peck Advertising, Inc., N. 

is not involved. The company advises 
that if the test works out satisfactorily, 


it will be using more tv spot next year. 
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“he must be from WBBM-TV!” 





In Chicago television, showmanship draws the crowd...even at midnight. 


° 


A recent VARIETY article stated “...the Windy City has 
a growing late-nite video audience?’ And nowhere 


is this more apparent than on WBBM-TV. 


For example, the latest post-midnight Nielsen analysis* reveals 
ratings that range from a healthy 8.7 to a whopping 20.3...ratings 
that rank with the best of daytime audiences and equal 
many of those polled by highly-regarded nighttime shows... 
week-long average ratings that represent audiences far in excess 


of those of all other Chicago stations combined. 


| 





We call it showmanship at midnight. The kind of showmanship 


that turns your advertising into salesmanship. 


The kind you find only on... WB BM-TV 


Chicago’s Showmanship Station—Channel 2 
CBS Owned—Represented by CBS Television Spot Sales 


*October 1957 
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BLENDED SCOTCH WHISKY 
Schieffelin & Co., New York 









E. F. DREW & CO. 

(Donahue & Coe, Inc., N. Y.) 

The firm is opening up new markets for 
TRI-NUT MARGARINE. A saturation 
campaign was started Nov. 25 in Pittsburgh. 
The length of this run has not been 
decided, it will depend on results. Other 
markets are to follow, with Wheeling a 
good possibility. Art Topol is the timebuyer. 


ESSO STANDARD OIL CO. 
(McCann-Erickson, Inc., N. Y.) 


The company is now in the midst of a 
four-week saturation campaign of minutes, 
20’s and ID’s in 30 markets. The schedules 
are placed mostly at night and will end 
Dec. 20. Sy Goldis is the timebuyer. 


MAX FACTOR & CO. 
(Doyle Dane Bernbach, Inc., N. Y.) 


The company’s long-run schedules will 
continue at least until the end of the year 
in New York, Philadelphia, Chicago, 
Detroit, Buffalo, Toledo and Los Angeles. 
At present, Factor is considering its plans 
for the coming year, and anything can 
happen. Jan Stearns is the timebuyer. 


GENERAL FOODS, INC. 

(Benton & Bowles, Inc., N. Y.) 

There has been much activity on GF’s toffee 
front, including INSTANT MAXWELL, 
BLISS and YUBAN. No detailed 
information was available at press time. 
Grace Porterfield is the timebuyer on 
Instant, Richard Walken on the other 
two products. 


WGR-TV 





ABC AFFILIATE CHANNEL 2 
TRANSCONTINENT TELEVISION CORPORATION 
Peters, Griffin, Woodward, Inc. 





GENERAL FOODS CORP. 

(Young & Rubicam, Inc., N. Y.) 

The company was considering schedules for 
DREAM WHIP, but canceled them for 

the present. However, it does not rule out 
future tv spot for the product. John 
Henderson is the timebuyer. 


GLAMORENE, INC. 
(Product Services, Inc., N. Y.) 


The firm, which has made placements in 
almost 100 markets, is now thinking of its 
spring campaign. The agency announces 

that the company expects the upcoming 

effort to hit in 110 markets. Rosanne 

Gordon is the timebuyer. 


HARRISON LABORATORIES, 
INC., a division of Technical 
Tape Corp. 

(Product Services, Inc., N. Y.) 


The company is still adding markets on its 

campaign for TENDAY PRESS-ON NAIL 

POLISH and is nearing the anticipated 

100-market mark. Also, Harrison is now 

readying a campaign for TUCK TAPE— 

the first time for this product on tv— 
which is expected to get going in January | 
in the top 50 markets. Doris Gould is 

the timebuyer. 


HOUBIGANT SALES CORP. 
(Ellington & Co., Inc., N. Y.) 


As mentioned in Aug. 12 Spot Report, this 
company will be placing its 15-minute 
color film, How to Arrange Flowers. The 
date set for the start is March 9, and 

13 episodes will be shown weekly. The 
company hopes to place this film in one 
station in 84 markets, either in morning 
or afternoon times. The markets are: 
Akron, Albany-Schenectady-Troy, Albuquer- 
que, Amarillo, Atlanta, Austin, Bridgeport, 
Baltimore, Birmingham, Boston, Buffalo, 
Chattanooga, Charleston, Charlotte, Chicago, 
Cincinnati, Cleveland, Columbus, 
Columbia, S. C., Corpus Christi, Dallas-Ft. 
Worth, Davenport, Dayton, Denver. Des 
Moines, Detroit, El Paso, Erie, Evansville. 
Ft. Smith, Fresno, Grand Rapids, Harris- 
burg, Houston, Indianapolis, Jackson, 
Miss., Jacksonville, Kansas City, Little 
Rock, Los Angeles, Louisville, Macon, 
Madison, Memphis, Miami, Milwaukee, ) 
Minneapolis-St. Paul, Montgomery, Nash- 
ville. New Haven. New Orleans. Norfolk, 
Oklahoma City, Omaha. Peoria, Philadel- 
vhia. Portland. Me., Portland. Ore.. 
Providence, Raleigh, Reno, Richmond, 
Rochester, Salt Lake City. San Antonio, 
San Diego, San Francisco, Santa Barbara, 
St. Louis. Seattle, Shreveport, Svokane, 
Tampa, Toledo, Tucson, Tulsa. Washington, ‘ 
Wichita, Wichita Falls and Youngstown. 
Dan Kane, media director, is the timebuyer. 


LANVIN PARFUMS, INC. 

(North Advertising, Inc., N. Y.) 

There has been some recent activity, which 
brings the firm’s market total to about 

25. Lanvin has been a consistent spot user 
ever since North took over the account 
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BOB KELLY, who has left Cohen 
& Aleshire, is taking over the time- 
buying on Lorillard products at 
Lennen & Newell, New York. 


JEANNETTE C. DURINGER, 
formerly television and radio time- 
buyer for the United States Advertis- 
ing Corp. in Chicago, has been pro- 
moted to head media buyer. She has 
been with the agency for four years 
in various departments, including 
market research. Previously she'd 
been with the advertising department 
of Sealtest Ice Cream, Chicago. Donna 
Gustafson will be her assistant. 


JANET MURPHY has left Victor 
& Richards, New York, where she 
bought on White House Phonograph, 
to join Lawrence C. Gumbinner, New 
York. In advertising for 20 years, she 
now will be buying on American 
Tobacco’s Tareyton and on Roi-Tan 
Cigar. 


ROBERT COEN has been appoint- 


ed research director for media at 





Personals 


McCann-Erickson, New York. Mr. 
Coen has been with the agency for 
10 years. 


PAUL DAVIS has resigned as 
account executive for Harrington, 
Richards & Morgan Advertising, Los 
Angeles, to become media director 
for McCann-Erickson, that city. Mary 
Kay Cain will continue as a media 
director with full media responsibility 
on major accounts. Mr. Davis had 
spent five years as media director 
with the then Erwin, Wasey Co. 
prior to his HR&M position. 


FREDERIC APT has been given 
a wider scope of responsibilities in 
his position as media director of 
Pharmaceuticals, Inc., and the J. B. 
Williams Co. This is a step in the 
general expansion of the advertising 
department of the corporation. 


LUCILLE WIDENER, formerly 
with the John E. Pearson Co., has 
become a timebuyer at Victor & 
Richards, New York. 








over a year ago, and it is expected that it 
will continue with spot in 1958. Phil Lane 
is the timebuyer. 


P. LORILLARD CO. 
(Lennen & Newell, Inc., N. Y.) 


The KENT placements will begin the 
third week in December in a score of 
markets. They are set for 52 weeks and 





Ayer Changes 


Staff changes will be many at 
N. W. Ayer & Son, New York as 
a result of the agency’s moving 
its timebuying operation to 
Philadelphia. 

Those who have decided not 
to make the move include Dick 
Bunbury, supervising timebuyer, 
and the following timebuyers 
(and their active television ac- 
counts): Frank Carvell, B. C. 
Remedy and Bissell Carpet 
Sweeper; Sol Israel, Armour; 
Fred McClafferty, Bell Tele- 
phone and Hawaiian Pineapple; 
and Mary Hartman, General 
Electric and Stephen F. Whit- 


man. 











consist of all nighttime minutes, 20’s and 
ID’s, with an average frequency of two 
or three a week. Len Tarcher is the 
timebuyer. 


MINUTE MAID CORP. 
(Ted Bates & Co., Inc., N. Y.) 


Announcement schedules will be getting 
under way on Dec. 15 in several selected 
markets and are set to run for 39 weeks. 
Len Soglio is the timebuyer. 


NEW YORK AND NEW ENGLAND 
APPLE INSTITUTE 


(Charles W. Hoyt Co., Inc., N. Y.) 


For its first tv foray, the Institute has just 
concluded a two-week campaign of prime 
nighttime 20’s in New York, New Haven, 
Hartford, Springfield, Boston, Providence, 
Portland, Me. and Poland Springs. Douglas 
Humm is the timebuyer. 


PACIFIC GAS AND ELECTRIC 


(Batten, Barton, Durstine & Osborn, 
Inc., N. Y.) 


This utility company has bought Official’s 
half-hour film series, Big Story, and will 
sponsor it in Bakersfield, Chico, Eureka, 
Fresno, Sacramento, Salinas, San Francisco 
and San Luis Obispo. Harry Burton, 
account group supervisor, is the contact. 


PARKER BROS., INC. 


(Badger & Browning & Parcher, Inc., 
Boston) 


The company introduced its new game, 
called Careers, last year in Chicago with 
the help of tv spot. This year, it is placing 
tv spots in New York over WABC-TV and 
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0s ANGELES TELEVISION 
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Would you like to be the 
life of the Plans Board? 


Do you sit idly by, sobbing 
into your hankie, while 
someone else hogs the 
stage? 


There’s a cure, friend... 


At the recent Sportsman’s 
Show, key KTTV person- 
nel interviewed the crowds 
day after day, getting 
important answers to 
questions about Southenn 
Californians and their tele- 
vision viewing habits. 


For the first time, this in- 
formation is available to 
you...packed with vital 
facts that mean business 
to you. 


“How many people enter 
contests?” 


“What time do people go 
to bed in Southern 
California?” 

“Hew many people write 
letters to television 
stations?” 


“Where do people find 
out about the television 
programs they watch?” 


Fill out the coupon below 
and the booklet is yours 
by return mail. 
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THE 
“a LAUREL 


AND 
HARDY 
SHOW 


Gets Top Ratings on 
WAVE-TV, Louisville 


Wire or phone 
Art Kerman 
today for Z 


availability 

in your market, \ 

GOVERNOR TELEVISION 

151 West 46th St., N.Y.C. 
JUdson 6-3675 


















& g & 0 i az 0 a Cc 
If you're 
gunning for 


the 4,000,000 
TeeVee Birds 
- in Central 
17#l Wew England 
- WMUR-TV, Manchester, 
N. H., will guarantee more 
“kills” with its deadly efficient 
shotgun technique. Season NOW 


OPEN 
reasonable. We have the gun 







rates extremely 


and the license. Use your own 
ammunition. 

For more information contact 
our official guides at FORJOE 
TV, INC. 


‘| SPORTS NETWORK, INC. © 


CITIRs -~9 


Manchester, N. H. 
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Alan Yoblon, Benton & Bowles, Inc., 
New York, is the Ivory Snow time- 
buyer for Procter & Gamble Co. 


wrca-tv. The firm is also ready to pitch 
in with local stores for co-op announcements. 
Franklin S. Browning is the contact. 


PARMA PIZZA PRODUCTS 
CORP. 

(Weintraub and Associates, Inc., 

St. Louis) 

The agency has just been appointed to the 
account. The word is that Parma, which 
has national distribution, will use tv along 
with newspapers in major markets. David 
C. Erich, account executive, is the contact. 


PROCTOR ELECTRIC CO., INC. 
(Weiss & Geller, Inc., N. Y.) 

This company, which began its tv 
advertising in 1954 with a three-market 
coverage and has expanded each year since, 
is about to make a 20-market jump for its 
upcoming 1958 campaign. Proctor expects 
to have placements in about 42 markets. 

It will run campaigns in two flights, each 
lasting around 10 weeks. The first one 
will begin in February and the second in 
the fall. Jack Geller is the timebuyer. 


SPRING AIR CO. 

(co-op) 

As covered in April 8 Spot Report, the 
company is once again about to uncover a 
spot campaign in conjunction with its 
plants throughout the nation, some 33 in 
all. The placements are planned for a 
Jan. 3 start and will run for two months. 
The agency is Gourfain-Loeff, Inc., 
Chicago; Eudora A. Johnson, media director, 
is the contact. 


TELL TIME WATCH CORP. 
(Goldenthal Agency, Inc., New York) 


This combine of manufacturers, which 
licenses products, has lined up on the 
CBS-owned stations a 15-minute weekly 
Saturday-morning puppet show called 
Adventures of Terry Tell Time. Set to run 
39 weeks, the show will start Jan. 11 on 
wcss-tv New York. It will get going a 
week later on wBBM-Tv Chicago, WHCT 
Hartford,knxt Los Angeles, wx1x 
Milwaukee and kmox-tv St. Louis. The 
corporation is trying to acquire at least 
seven other markets for the show and 
would like them to begin Jan. 18 or soon 
thereafter. Allan Goldenthal is the contact. 


TIDY HOUSE, INC. 
(Earle Ludgin & Co., Inc., Chicago) 


This firm has been asking around for 
availabilities, and the understanding is that 





it will take buying action very soon. 
Marilyn Duff is the timeuyer. 


VICK CHEMICAL CO. 

(Morse International, Inc., N. Y.) 
The company’s new product, DOUBLE 
BUFFERED COLD TABLETS, is running 
tests through March 2 in San Francisco, 
Fresno, Sacramento, Phoenix and Wichita. 
Ray McArdle is the timebuyer. 


WELCH GRAPE JUICE Co. 
(Richard K. Manoff, Inc., N. Y.) 

The company introduced its new grave 
drink, WELCHADE, this past summer in 
midwestern markets. It will be starting 
further coverage for the product momentarily 
in Tampa and then make more placements 
in the south and en the west coast. When 
the warmer weather comes around, 
placements will be made in the east. Robert 
Kibrick, media director, is the timeuyer. 


W. F. YOUNG, INC. 

(J. Walter Thompson Co., N. Y.) 
ABSORBINE JR. is using spot only in 
Augusta, Birmingham and one other 
southern market, starting early in Dec. 
Frank Marshall is the timeuyer. 
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Covering half million 
people in the mid-South 


= CHANNEL 7 
= Represented by Venard, 


Rintou!l & McConnell, Inc. 
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LOWEST COSTN'S. 
PER-THOUSAND 


in the Tampa-St. Petersburg market 


Check Venard, Rintoul & McConnell, Inc. 
National Representatives 
James S. Ayres — Southeast 




















NTA-AAP DEAL. The zips and zooms 
of the stock market during October 
and early November may have seemed 
pointless to many an observer, but the 
most recent development, involving 
Associated Artists Productions and 
National Telefilm Associates, Inc., is a 
concrete illustration of what happens 
during such roller-coaster antics. 

As it stands, National Telefilm will 
become the controlling stockholder of 
Associated Artists on Dec. 4 if it meets 
the terms initially announced. Those 
terms call for NTA to pay for each 
100 shares of Associated common (1) 
$437.50 in cash, (2) $440 in 7 per- 
cent 7-year subordinated sinking fund 
debentures and (3) 10 shares of 
National Telefilm common stock. 

Even discounting the interest on the 
debentures it could be a juicy profit 
for the group’ that acquired 
the Warner Bros. film library for a 
$21-million song back in 1955. 

Furthermore, it would put NTA in a 
commanding position and represent a 
tremendous break for the company, 
started on a shoestring by a former 
Pep Corn salesman in 1952. 

And finally it would remove from 
the entertainment scene the Canadian 
Max Chesler, who will step up his 
activities in Florida-Canada Corp. and 
quit the tv-movie field. 


CHESLER, UNLIMITED. Mr. Chesler 
and his group had been considered 
men of almost unlimited means in the 
film community in the last few years. 
He had been one of the first to offer 
to buy the RKO inventory of films 
when it was owned by Howard 
Hughes. Later he did acquire the 
Warner library, and that transaction 
was barely completed before he made 
overtures for the MGM library at a 
price of $50 million. He has sought to 
buy the 20th Century-Fox, Paramount 
and Universal-International backlogs 
for tv use and made handsome offers 
for each. 

Thus his touch has been felt in this 
whole area and undoubtedly was a 
big factor in spurring the film com- 
panies to move faster in working out 


Wall Street Report 


arrangements for showing Hollywood 
product over the tv screens. 

Why he and his associates bowed 
out of the AAP picture is known fully 
only to the people involved. But per- 
sonalities and a pinch for money were 
reputed to be among the important 
factors. The first sign of the money 
squeeze on some of the Canadian in- 
terests in Associated came a few 
months ago when a secondary offering 
of 50,000 shares was made. Then the 
possibility that the tight money supply 
and decline in stock prices was creat- 
ing headaches for the group alerted 
some U. S. interests to the possibility 
of acquiring control of Associated. 

The first important group to make 
a move apparently was United Artists. 
which, by coincidence, is stepping into 
the tv field through a subsidiary, U. A. 
Television, Inc. United Artists made a 
handsome offer for the Canadian in- 
terests and evidently expected it to be 
accepted. But Ely Landau and his 
NTA group jumped in ahead at the 
last minute with an offer that was 


grabbed. 


U.A. MOVING AHEAD. United Art- 
ists, though, is not taking a back seat. 
It is moving ahead with its own plans 
for production of tv shows using 
Hollywood stars who are also working 
with U. A. on films for theatrical re- 
lease. Meanwhile, it is possible U. A. 
may resort to legal action in its rela- 
tions with Associated Artists on the 
grounds that some degree of agree- 
ment had been reached between both 
parties before the NTA offer was 
made. 

But from NTA’s standpoint, if the 
agreement is consummated, it will 
bring tremendous substance to this 
company. In the first place it would 
strengthen NTA’s relations with all tv 
stations around the country, lessen 
NTA’s dependence on 20th Century- 
Fox as a source of film product for a 
few years, and strengthen the NTA 
network. 

NTA’s network has had two tryouts, 
and while it’s always difficult to assess 
a project that is not on a continuing 




















basis. the assessment in this case will 


be made easier starting June 30, when 
the NTA network becomes a regular 
operation. 

Mr. Landau suggests the network 
will no longer confine itself to feature- 
length films but may start half-hour 
programming on the film network, 
thus introducing more flexibility into 
the concept. To strengthen its position, 
NTA is planning to acquire two or 
three additional independent tv sta- 
tions to serve as basic units for its 
film network. 


NTA’S FINANCES. Meanwhile, 
NTA’s financial fortunes are improv- 
ing at a rapid pace. For the fiscal year 
ended July 31 it reported net profit of 
$1,094,031 equal to $1.60 per share, 
compared with $441,877, or 68 cents 
per share, in fiscal 1956. Exhibition 
contracts rose to $17.7 million from 
$5.7 million a year earlier. 

The value of the AAP product is 
that it’s already sold in many areas, 
and the indebtedness incurred by the 
company will be paid off rapidly. This, 
coupled with NTA’s ownership inter- 
est in two tv stations, indicated that in 
two or three years the tv film company 
should have worked its complex finan- 
cial structure into simpler form and 
should really start showing some prof- 
its and dividends for stockholders. The 
only question that might trouble some 
investors is whether or not the Justice 
Department will begin making moves 

(Continued on page 64) 
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News (Continued from page 29) 


nually at the box-office in all the 
theaters in the world.” 

“Why do I mention these four facts 
about present-day commercial televi- 
sion?” Mr. Johnson asked. “Because 
television is obviously our toughest 
competitor today and may get tougher 
tomorrow.” 

Pointing out that it is impossible to 
keep present-day stars off television 
since studios no longer have a large 
stable of firmly contracted big names, 
the Motion Picture Association presi- 
dent turned to the question of keep- 
ing old films off video. On this point 
he suggested that to believe television 
grew big from old Hollywood films 
was for theatre men to deceive them- 
selves. 

“Television was born and made its 
great early advance on live program- 
ming,” he continued. “This period of 
television’s sharp rise was also the 
period of our most precipitous drop 
at the box-office. In those years, we 
were not competing with our own films 
on television—we were competing with 
television itself.” 

“I think we can only plan wisely 
and boldly for our future if we rea- 
lize that we cannot eliminate televi- 
sion,” Mr. Johnston said, “and if we 
realize just as confidently that tele- 
vision cannot possibly eliminate us.” 

Turning to pay tv, the MPA head 
said that it is now in a testing period 
and the decision is up to the public. 
“If the public answers ‘yes,’ it will 
have a profound effect on our busi- 
ness, on television, on the entire en- 
tertainment field,” he added. “If the 
public votes ‘no,’ then television will 
continue on its present advertiser-sup- 
ported course.” 


Summing up, Mr. Johnston advised 
the theatre owners that they should 
set a 1958 goal to increase weekly 
theatre admissions by 2.5 million and 
a 1959 goal of an increase by an ad- 
ditional 2.5 million. 





Memo 


(Continued from page 49) 


munities—of as little as seven families 
—to bear such an expense even if 
terrain conditions permitted their 
operation. 

Just how many boosters are in 
operation? Apparently no exact count 
has been made but it is estimated that 
in the states of Colorado, Wyoming, 
Montana and Washington alone there 
are at least 100. How many there 
would be if the commission gave them 
sanction remains to be seen, but the 
likelihood is their number would in- 
crease considerably and that they 
would make an important contribution 
toward bringing to the unserved 10 
per cent of the population the bless- 
ings of television. 

It is to be hoped, therefore, that the 
commission will establish uniform 
rules for booster operations which will 
be reasonable, which will allow their 
maximum use, and which will help 
build an audience that eventually will 
encourage the establishment of com- 
munity stations serving its needs. 





Wall St. (Continued from page 63) 


in this field as more and more of the 
distribution of films is concentrated in 
fewer hands. 

If the 20th Century-Fox and Warner 
libraries are handled by NTA, and 
Columbia’s Screen Gems has the Uni- 
versal-International backlog and is 
bidding for the Paramount library, 
there is a possibility the Justice De- 
partment will investigate. 

Both United Artists and Columbia 
are making a pitch for the Paramount 
library, which has been held off the 
market so long—undoubtedly reflect- 
ing the management’s hope that toll tv 
would be authorized by now and a 
movie library would be more valuable. 
Now, however, Paramount’s manage- 
ment realizes old pictures would be 
unsuitable for a toll-tv audience and 
will concentrate on the post-1948 out- 
put to supply toll tv when it comes. 











WHAT IS YOUR STATION REALLY WORTH? Dick Doherty’s “confidential” 
Studies and reports supply expert and accepted station (radio/TV) appraisals for 
many financial institutions, owners and prospective buyers—used for tax purposes, 
estate planning and station refinancing. Write or phone for “Station Valuation 
Bulletin”: Richard P. Doherty, TELEVISION-RADIO MANAGEMENT CORPORA- 
TION, 1816 Jefferson Place, N.W., Washington, D. C.; District 7-1957. 








BOOST FOR SCREEN GEMS. If 
Columbia acquires the Paramount li- 
brary it will give its subsidiary, Screen 
Gems, a tremendous boost, since it 
now has a library of 1,300 feature- 
length films and the 700 Paramount 
pictures would give it a film group 
with diversity of stars and _ stories. 
Columbia, more than NTA, is worried 
about anti-trust action, since it was a 
party to the Government’s anti-trust 
suit against the film industry in 1948. 

Screen Gems is becoming a bigger 
factor in Columbia’s revenues and 
eventually may become the most im- 
portant activity of the company. Last 
month Columbia stockholders learned 
that because the company had no hit 
films in release in its second quarter 
earnings dropped sharply, possibly 
disappeared altogether. 

Since the Screen Gems division is 
operating profitably, this indicates the 
feature-film division actually drains 
profits from the tv operations once it 
fails to produce a hit picture. Colum- 
bia is looking forward to theatrical 
films such as Pal Joey and The Bridge 
On The River Kwai to restore its 
prosperity in the last half of the 
fiscal 1958 year. 





Stock High-Low Last 


1957 Quote* 
New York Stock Exchange 
ABC 24%- 133% 14 
ADMIRAL 14%- 6% 844 
s. 2.2 Ff. 179% -160 166%% 
AVCO 7%- 4% 556 
cps (A) 36%- 23% 26 
EMERSON 6%- 3% 4 
GENERAL ELECTRIC 723- 523% 62% 
HOFFMAN 25%- 17% 19% 
MAGNAVOX 44 - 28% 31% 
MOTOROLA 51%- 35% 44% 
PHILCO 18%4- 11 144 
RCA 40 - 27 291% 
RAYTHEON 23%- 1636 20% 
STEWART-WARNER 415¢- 29 30% 
STORER 2914- 20% 22% 
SYLVANIA 46%4- 30% 34 
WESTINGHOUSE 6854- 5236 62% 
ZENITH 126%4- 91% 123% 
American Stock Exchange 

A.A.P. 11%- 6% 7% 
DUMONT LABS 6%- 3 3% 
GUILD FILMS 45%- 2% 2% 
HAZELTINE 444%. 29% 34 
NATIONAL TELEFILM 9%- 556 7% 
SKIATRON 9 - 3% 556 


Over-the-counter Stocks 
Bid-Asked} 
AMPEX 40 -40% 


CONSOLIDATED TV 1914-19 
GROSS TELECASTING 2056-20% 
OFFICIAL FILMS 13@- 154 


*As of the close, Nov. 21, 1957. 
TAs of Nov. 21, 1957. 
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Station Directory 


The TELEVISION AGE Station Direc- 
tory is intended to supply up-to-date, 
basic information in a convenient, 
usable form. Data appears in the fol- 
lowing order: name of market, call 
letters, channel number, address of 
station, number of sets within the 
station coverage area, source of set 
figure, number of color sets, Class A 
rates for one hour, one minute and 
ID and two principal station execu- 
tives, with their titles. 

All of this data is furnished by 
the station in answer to monthly 
questionnaires. For more detailed 
data see the TV AGE Yearbook. 


Asterisks indicate stations equipped for color 
but which have submitted no figure. Italics indicate 
stations not yet on the air, channel numbers and 
target dates. Daggers ({) indicate that the station 

asked that no set count hgure be published. 
_ Abbreviations commonly used in this listin; 
include: asst. one, ¢ color, c. commercial, 
chg. charge, cls. class, d. director, g. general, loc. 
al, m. manager, mng. managing, nat. national, 
0. owner, opertns. operations, p. president, pem. 
program, prom. promotion, rgnl. regional, 
resident, sce. source, serv. service, sls, —* st. 
station, sta. station estimate. 





Totals 


Total commercial stations: 501 
Total markets: 314 
Total estimated b&w tv homes: 41.,- 


£) 


Total estimated color sets: 396,000 











ALABAMA 


Birmingham, WABT (13) Box 2553. 399,672 
b&w ~¥ sta. 1,500 c. Cls. AA hr. $800, min. 

ID $125. Henry P. Ley ay “ p. & mng.d.; 
Grisham, v.p. tv sls. 

Birmingham, WBRC-TV (6) Atop Red Mountain. 
420,000 b&w Sce: Nielsen & sta. 200 c. Cls. A 
hr. $685, min. $180, ID $90. Robert T. Schlin- 
kert, st.m.; Oliver V. Naylor, sls.m. 

Decatur, WMSL-TV (23) 701 Bank St. 40,000 
b&w Sce: sta. 100 c. Cls. A hr. $150, min. $35, 
ID $20. Louis Blizzard, st. m. & sls.m 

Dothan, WTVY (9) Cottonwood Rd. 59, 600 b&w 
Sce: sta. *c. Cls. A hr. $150, min. $30, ID $15. 
F. * Busby, exec. v.p. & g.m.; Art 4g 


sls. 

Wisvenee, WOWL-TV (15) - Cypress Mill Rd. 

os A hr. $250, Sms $60 ~ — Richard 
Biddle, p., Jee’ Worley 

Mobile WALA-TV {1) 210 7 adm St. 200,- 
000 b&w Sce.: ARF&sta. 1,000 c . Cis. A hr. 
= on $90, ID $45. W. B. Pape, om, 

Jim cNamara, nat. sls. 

Mobile, WERG-TV ™5) ar St. Louis St. is7.t 500 
b&w Sce: > *c, Cls. A hr. $400, —_ $80, 
ID $40. C. Persons Jr., v.p. & g.m 

Montgomery, WeoveT¥V (20) Box 2505, 7 
Lane. 81,000 b&w Sce: sta 50 c. Cls. A hr. 
$200, min. $40, ID $20. Hugh M. Smith, g.m.; 
Morris South, loc. sls, m. 

Montgomery, WSFA-TV (12) 10 E. Delano Ave. 
144,800 b&w Sce: Pulse 200 c. Cls. A hr. $450, 
min. $100, ID $50. Eugene B. Dodson, v.p. & 
st. m.; Carter Hardwick, c.m. 


ARIZONA 


Mesa, KVAR (see Phoenix) 

Phoenix, KOOL-TV (10) "Bll be {o—-. 183,000 
b&w Sce: sta. 400 c. Cls. $550, min. 
$100, ID $50. Kenneth Morton, . m.; Robert 
Miller, sls.m. 

Phoenix KPHO-TV (5) 631 N. Ist. Ave. 171,000 
b&w Sce: sta. Cls. A hr. $450, min. $100, ID 
$50. Richard B. ae, g.m.; Howard Stal- 
naker, asst. st. 

Phoenix, KTVK &) 3453 N. ‘cn St. 180,000 
b&w ‘Sce: sta. 125 c. Cls. A hr. $400, min. 
$90, ID $50. Roger Van Duzer, g.m.; Burton 
B. LaDow, st.m. & c.m. 


Phoenix, KVAR (12) 1101 N. Central Ave. 
186,198 b&w. Sce: sta. 688 c. Cls. A hr. $450, 
=. $90, ID $45. Richard O. Lewis, p. & g.m.; 


5 . Harvey, v.p. & c.m. 

Tucson, KGUN-TV (9) Box 5147, 190,000 
b&w Sce: sta. 200 c. Cls. A hr. $300, min. 
$60, ID $30. Delbert Foster, v.p. g-m.; 


en L. Slack, 

Tucson, KOLD-TV “3) et og Drachman St. 
61,000 baw Sce: sta. Cls. A hr. $300, min. $50, 
ID $ $25. E. S. Mittendorf, g.m. ; Bernie Perlin, 

Tucson KVOA-TV (4) 209 W. Elm, 64,100 b&w 
Sce: sta. 250 c. Cls. A hr. $250, min. $50, ID 
$25. Otis Cowan, m.; W. R. “Duey” DuBois, 


sls.m. 

Yuma, KIVA (11) Box 1671. 30,000 b&w Sce: 
ARB.&sta. Cls. A hr. $200, min. $40, ID $20. 
Leavenworth Wheeler, st.m.; Edward J. Mar- 
sett, g. sls.m. 


ARKANSAS 
= Sat Ot KRBB ae > Gages Hotel, Box 791. 


0 Sce: . r. $200, min 
- ID $20. Bill Bigley, g-m.; W. C. Womack, 
Fort Smith, KFSA-TV (22) focate House, 

920 Rogers Ave., Box 40,600 b&w 
sta. Cls. A hr. $200, 3. 540, ID $20, J. Ww. 
Slates, v.p. & g.m.; Roland Hundley, c.m. 

Fort Smith, KNAC. TV (5) 200 Kelly Bidg. 
60,000 b&w Sce: RETMA Cls. A hr. ms min. 
$50, ID $25. ee W. White, g.m.; Chester 
Miller, loc. sls. 

Little Rock, KARK-TV (4) 10th & fortes Sts. 
253,879 ry 9 Sce: sta 350 c. Cls. hr. $500, 
==. $110, ID $55. Sougies J. as, vp. & 

; ay Bryant, 

Littie J Rock, KATV lene Pine Bluff) 

Little Rock, KTHV (11) 720 Izard St. 257.500 
b&w Sce: sta. 150 c. Cls. A hr. $450, min. 
$100, - $50. B. G. Robertson, g.m.; Vv. 
Hutt, sis.m. 

Pine Bluff, KATV (7) 620 Beech St. 236,800 
b&w Sce: sta. Cls. AA hr. $450, min. $90, ID 
$45. John H. Fugate, g.m.; Oscar Alagood, 


sis.m. 
Texarkana, KCMC-TV (see Texarkana, Tex.) 


CALIFORNIA 


Bakersfield, KBAK-TV (29) P. O. Box 1448. 
110,000 paw on; sta. A cm hr. = min. 
$70, ID $35. Constant, v.p 

Bakersfield, KEROLTV “(10) 1420" Truxton Ave. 
165,000 b&w Sce: sta. 560 c. Cls. AA hr. $500, 
mee. SF $100. T Ras $50. hy Arthur M. Mortensen, g.m. ; 

Chico, KHSL-TV (2 180 E. 4th St. 92,600 b&w 
Sce: sta. *c. Cls. A hr. $225, min. $37.50, ID $20. 
M. F. Woodling, st. m.; George Ross, nat. 


sls.m. 

Eureka, KIEM-TV ®! ee a foot of Bay St. 
se b&w Sce: RB & sta. Cls. A 
$250, min. $50. ‘> ss. AW. Edwin Smith, 

- A, Robert Miller, sls 
Fresno, KFRE-TV (12) 733, 'L St. 252, 299 b&w 
ie sta. 500 c. Cls. A hr. $650, min. $150, 
~ Bigg Ed x Frech, st. m.; Bob Klein, g. 


sls. 

Fresno, sree Bg oy 1708. 1 710 b&w Sce: 
PCMB & A ce. Cls. A hr. $600, =. 
$150, ID ie en Drilling, v.p. & g.m. 
William Edholm, c.m 

Fresno, KMJ-TV (24) 1117 N St. 190,000 b&w 
Sce: sta. 1,500 c. Cls. A hr. $600, min. $150, 
ID $75. John “aah st. m.; Wilson Lefler, 
nat. sls. serv. m. 

Les Angeles, KABC-TV (7) Prospect & Talmadge 
Aves. BS 023 b&w Sce: Electrical League 
of L. 7,796 c. Cls. A hr. $2,300, min. $600, 
ID $300. “elie J. Seligman, g.m.; Elton H. 
Rule, g.sls.m. 

Los Angeles, KCOP (13) 1000 N. Cahuenga Blvd., 
Hollywood. 2,867,716 b&w Sce: Electric League 
of L. A. Cls. A hr. $1, 350, —. $350, ID $150. 
Alvin G. Flanagan, g.m. os Baron, sls.m. 

Los Angeles, KHJ-TV (9) agi N. Vine St., 
Hollywood. 2,867,576 b&w Sce: ] 
League of L.A. 9,107 ¢. Cls. A hr. $1,750, 
min. $400, ID $200. John T. Reynolds, v.p. & 
g.m.; Howard L. Wheeler, sls.m. 

Los Angeles, KNXT (2) 1313 N. Vine St. 
2,441,870 ee Sce: CBS-TV Spot Sales. 9107 
c. Cls. A h $3,500, AA min. $800, AA ID 
—— Seam 3. George, g.m.; Robert D. Wood, 


ous ,o KRCA (4) Sunset & Vine. 2,300,000 
b&w Sce: NBC Sales, 10,000 c. Cls. AA hr. $3,- 
600, 20 sec. $800, ID $375. Thomas C. McCray, 
v.p. & g.m.; James Parks, sls.m. 

Los Angeles, KTLA (5) 5800 Sunset Blvd., 
 - gg 2,374,363 b&w Sce: sta. 5,208 c. 

A hr. $1,500, min. $300, ID $150. Lew Ar- 
ona or ; Bob Mohr, sls. m. 

Los Angeles, KTTV (11) 5746 Sunset Blvd. 
2,892,563 b&w Sce: Electric League of L. A. 
Cis. A hr. $2,000, min. oor ID $290. Richard 
- “tae p. & g.m.; John R. Vrba, v.p. 
che. sis. 


Redding, KVIP-TV (7) 2770 Pioneer Dr. 50,000 
aw Sce: sta. 1000 c. Cls. A hr. $250, min. 
$42.50, ID $22.50. George C. Fleharty, p. & 
g-m.; John Dadiw, loc.sis. m. 

Sacramento, KBET-TV (10) 601-607 Seventh 
Ave. £38,500 b&w Sce: RETMA & sta. 3,225 c. 
Cls. A hr. $850, ome. $200, ID $35. John H. 
Schacht, vp. & & ; George J. Kapel, g.sls.m. 

Sacramento, KCRA: Vv (3) 310 Tenth St. 411,000 
b&w Sce: Nielsen & sta. 4,000 c. Cls. A hr. 
$900, min. $225, ID $110. Robert E. Kelly, 
st.m.; Robert O’Brien, loc. sis. m. 

Salinas, KSBW-TV (8) 23% John St. Box 1651. 
179,131 b&w Sce: ARB & sta. 1,000 c. Cls. A 
¥ — min. $90, ID $45. John C. Cohan, 

; G Moore, sls. d. 

oan Diego, ‘KFMB-TV (8) 1405 Fifth Ave. 495,- 
000 b&w Sce: sta. 250 c. Cls. AA hr. $900, min. 
$230, ID $100. George A. Whitney, v.p. & g.m 
Bill Fox, st. m 

San Diego, KFSD-TV (10) 3642 Enterprise St. 
490,000 b&w Sce: sta. 225 c. Cls. AA hr. $850, 
min. $200, ID $90. William E. Goetze, exec. 
v.p. & g.m.; Jay Grill, vp. & g.sis.m. 

Tijuana, Mex., XETV (6) 4229 Park Bivd., San 
Diego. 413,832 b&w Sce.: sta. Cls. AA hr. $800, 
min. $180, ID $80. Julian M. Kaufman, v.p. 
& g.m.; William G. Mueller, bus.m. 

San Francisco, KGO-TV (7) ABC Radio-TV 
Center, 277 Golden Gate Ave. 1,221,000 b&w 
Sce: sta. Cls. A hr. $1, 250, min. $300 ID $150. 


~— H. Mitchell, g.m.; David M. Sacks, 
g-sls.m. 

San Francisco, KPIX (5) 2655 Van Nem 
ee b&w Sce: ARF. 2,000 ce. 


hr. $1,700, min. $500, ID $250. Philip C. 
y, m.; Lou Simon, sis.m 

San Francisco, KRON-TV (4) 929 Mission St. 
1,236,392 b&w Sce: sta. 5,200 ec. Cls. AA hr. 
$1,700, 20 sec. $425, 8 sec. $212.50. Harold P. 

. g¢-m.; Norman Louvau, sis.m. 

San Francisco, KSAN-TV (32) pana Market St. 
18, 000 b&w Sce: Pulse. Cis. A hr. $115, min. 
$15, ID $9. Norwood J. Patterson, Pan & sis.m. 

San Jose, KNTV (11) Box 1188, 645 Park Ave. 
244,000 b&w Sce: Nielsen & sta. Cls. A hr. 
$250, min. $60, ID _—. Roger Van Duzer, 

st.m.; Fran Conrad, sls. 

San Luis Obispe, KSBY- TV (6) Mtn. View & 
Hill Sts. 50,000 b&w Sce: sta. Cls. A hr. $200, 
min. $40, 1D $20. Frederick F. Beck, st. m. 

Santa Bar' bara, KEYT (3) 730 Miramonte Dr. 
90,379 b&w Sce: ARB & SRDS. Cls. A 
$450 min. $90, = age mihasd Cc. D. Bell, 


& g.m.; Bob B sls. 
Stockton, KOVR: "aD 225. E. Miner Ave. 
ARF. Cls. A hr. 800, min. 


450,740 b&w Sce: 
$190, ID $88. Terry H. Lee, p. & g.m.; Ned 
Smith, g. sls. m. 


New Stations 

WHDH-TV (5) Boston, Mass. Affiliate: 
ABC-TV. Boston Herald- 
owner. Blair-Tv, rep. 

KXLJ-TV (12) Helena, Mont. Low- 
power satellite of KXLF-Tv Butte. Ed 
Craney, p. & g.m. Walker Representa- 
tion Co., rep. 

KMoT (10) Minot, N. Dak. Affiliate: 
KFYR-TV Bismarck. William Ekberg, p. 
& g.m. Blair Television Assoc., rep. 

Kvit (7) Amarillo, Tex. Affiliate: 
ABC-TV. John L. McCarty, chairman; 
Murry Woroner, p., 20 per cent: 
Robert D. Houck, sec.-treas., 20 per 
George A. Oliver, director, 20 
per cent; Hoyt Houck, director, 20 per 
cent: 





Traveler, 


cent; 


Estate Development Corp., 20 
per cent. Venard, Rintoul & McCon- 
nell Inc., rep. 

KPAC-TV (4) Port Arthur, Tex. be- 
gan October 22. Affiliate: NBC-TV. 
Port Arthur College, 50 per 
Jefferson Amusement Co., 50 per cent; 
Julius M. Gordon, p. & g.m.; Carl D. 
Levy, representing Jefferson 
Amusement Co.; O. W. Collins, v.p. 
and Earl R. Moxon, treas. representing 


Port Arthur College. Paul H. Raymer 
Co. Inc., rep. 


cent; 


sec., 
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COLORADO 
Colorado Springs, KKTV (11) 512 S. prin e 
Box 1078. 74,172 b&w Sce: sta. Cls. 


$250, min. $60, ID $30. James o. Ruseell Dp. é 
Robert D. Ellis, v.p. & na . a. 
Colorado Springs, KRDO-TV (13) nn 'S. Sth St. 
44,000 b&w Sce: sta. Cls. A hr. $175, min. 
$35, ID $17.£0. Harry W. Hoth Jr., p., g.m. 


& sis.m 

Denver. KBTV (9) 1089 Bannock. 470,548 b&w 
Sce: Rocky Mountain Electrical League. Cis 
A hr. $750, min. $175, ID $87. Joseph Herold, 
st. m.; Tom Young, c.m. 

Denver, KLZ-TV (7) 131 Speer Blvd. 470,548 
b&w Sce: Rocky Mountain Electrical League 
1,466 c. Cls. A hr. $750, min. $200 ID $100 
Hugh B. taal p. & g.m.; Jack Tipton, 
st.m. & sls 

Denver, KOA-TV (4) 1625 California St. 249,590 
b&w Sce: Nielsen & sta. 20,000 c. Cls. A hr. 
$650, min. $175. ID $87.50. Ralph Radetsky 
st. m.; Richard Harris, g. sls.m 

Denver, KTVR (2) 600 Linco St. 460,707 b&w 
Sce: Rocky Mountain —— League. Cls. 

A hr. $500, min. $100, yay’ Hugh Ben La 
_— exec. v.p. & £ Gardner, sls. m. 

Grand ea, KREX-TV 3 ee Manor. 
23,703 b&w Sce: sta. Cls. A hr. $120, min. 
$24, ID $12. — >> Howell, p. & g.m.; Robbie 
Robinson, v.p. 

Montrose, KF “TV tie) Satellite of KREX- 
TV Grand Junctio 

Pueblo, ag (Ss) ‘Big Hill. 1. 367 b&w Sce: 
sta. Cls. A hr. $225, min. $45, ID $22.50. Cliff 
Hendrix, exec.d.; Jim Croll, nat. sls. & pgm.d. 


CONNECTICUT 
Bridgeport, WICC-TV (43) Box 9140. 172, — 
w Sce: sta. Cls. A hr. $100 min. $20, 
$10. Philip +r = * p. & g.m.; x 4 
Slater, v.p. sls. 

Hartford, wner as) ” 555 Asylum St. 346,500 
b&w Sce: sta. Cls. A he. $650. aoe s 
Struthers, g.m.; LaMont Thompson, 

Hartford-New Britain, WNBC (30) fie ‘New 
Britain Ave., West Hartford. 365,000 b&w 
Sce: sta. 9F0 c. Cls. A hr. $600, AA min. $140, 
AA ID $70. Peter B. Reese vp. & g.m.; 
David Scott, nat. sls. 

Hartford, WTIC-TV (3) "26 Grove St. 1,020, - 
b&w Sce: sta. Cls. A hr. $800, min. $130, 
$65. Walter C. onan, v.p. & g.m.; Irwin rf 


Cowper. g. sls. 
wer Tate WNHC-TV (8) ed Chapel St., 
Box 1859. 974,000 b&w Sce: sta. 500 c. Cis. 


AA hr. $1,200, min. $270, ID $126. Edward D. 
Taddei, g.m.; John Cundiff, sls. 

Waterbury, WATR-TV (53) 440 Meadow St. 
250,000 b&w Sce: sta. Cls. A hr. $200, min. 
$40, ID $25. Samuel R. Elman, g.m. & c.m. 


DELAWARE 
Wilmington, WVUE (12) Suburban Station 
Bldg., Philadelphia, Pa. 1,600,000 b&w Sce: 
sta. Cls. A hr. $1,600, min. $375, ID $187.50. 
J. Robert Kerns, v.p. & mng.d.; Lewis P 
Johnson, g. sls. m. 


DISTRICT OF COLUMBIA 
Washington, WMAL-TV (7) 4461 Connecticut 
Ave. NW. 600,000 b&w Sce: sta. Cls. AA hr. 
$1,500, min. $350, ID $175. Frederick S. Hou- 
wink, g.m.; Neal J. Edwards, sls. m. 
Washington, WRC-TV (4) Sheraton Park Hotel. 
54,000 b&w Sce: sta. 2,500 c. Cls. A hr. 
$800, Carleton D. Smith, v.p. & g.m.; Joseph 
Goodfellow, sls. d. 
‘ashington, WTOP-TV (9) Broadcast House, 
40th & page age 4 N. W. 740,200 b&w Sce: 
CBS. 2,500 c. Cls. A hr. $1,800, min. $400, ID 
= George F. eestieed, v.p. “for tv; Robert 
J. Bordley, sls. 
Washington, WTTG &) c/o a Hotel, 12th 
6. Pennsylvania Ave. NW. 700,000 b&w Sce: 
Cls. A hr. $1,000, min. 3120. ID $48. 
Taek R. Bonfils, g.m.; Martin Callé, sls. m. 


FLORIDA 

Daytona Beach, WESH-TV (2) Box 1712. 61,000 
b&w Sce: sta. Cls. A hr. $200, min. $40, ID 
$20. Walter Strouse, st. m. & sls. m. 

Fort Myers, WINK-TV Sy. Box 1072, 2824 
Palm Beach Blvd. 23,500 b&w Sce: sta. Cls. 
A hr. $150. A. J. Bauer, g.m. & sls. m. 

ville, WMBR-TV (4) 605 S. Main *. 
315,000 b&w Sce: prisioen & sta. 500 c. Cls. 
hr. $750, min. _ $160, ID $70. Glenn Siarshall 
Jr., p. & g.m.; Dave Booher, g. sls. m. 

pr RF A, WFGA-TV (12) 1070 E. —_ St. 
243,800 b&w Sce: sta. 500 c. Cls. hr. $600, 
min. $150, ID $75. Jesse H. Cripe, Sauhas; 
Ralph W. Nimmons, g. sls. m. 

Miami, WCKT (7) 1401 N. Bay Causeway. 
401,000 b&w os sta. 1,500 c. Cis. A _ hr. 
ag min. ng J ID $119. James M. LeGate, 

; Robert L. Fidlar, s!s. m 

Miami “WITV (17) 228 N. E. “ard St. 290,000 
b&w Sce: Nielsen & sta. Cls. A hr. $500, min. 
$100, ID $50. -~"oumeed Loewi, em; Mike Kor- 
man, loc. sls. 

Miami, WPST-TV. (10) 316 NE 21 St. 375, 4 
b&w Sce: sta. Cls. A hr. $825, min. $210, 
$105. Walter Koessler, g.m.; Bob Hanna Pan 

Miami, WTVJ (4) 316 N. Miami Ave. 397,000 
b&w Sce: sta. 2,825 c. Cls. AA hr. $1,000, 20 
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Bradley R. Edimann has been ap- 
pointed sales manager of wen-Tv Chi- 
cago by Ward L. Quaal, vice president 
and general manager of the station. 
Mr. Edimann has been with Wen since 
1950. For the past year he has been 
supervisor of national tv sales for 
WGN-TV. 


. $250, ID $125. ine Ruwitch, v.p. & g.m.; 

Bill Brazzil, nat. sls. 
Orlando, WDBO-TV (6). 30 S. Ivanhoe Blvd. 
177,700 b&w Sce: EMA & sta. 35 c. Cls. AA 
Ly $450 | min. $90, ID $45. Harold P. Danforth, 


&zg 

nee City, W.IDM-TV (7) Box 428, Hwy. 98, 
Panama City Beach. 31,000 b&w Sce: sta. Cls. 
AA hr. $175, min. $35, ID $17. Harry C. Babb, 
st. m.; Milt de Reyna, nat. sls. m. 

Pensacola, WEAR-TV (3) = 431, Hwy. 90 
West of Pensacola. 152,500 b&w Sce: sta. 20 
ce. Cls. A hr. $240, min. $48, ID $24. Mel 
— © p. & g.m.; Milt de Reyna Jr., asst. 


st” “Potersbers, WSUN-TV (38) wre Dollar 
Pier. 215,500 b&w Sce. sta. Cls. A hr. $400, 
min. $80, ID $40. — P. Shawn, g.m.; 
Barney Kobres, sls. 

Galichaanceemeantiie,. Ga., WCTV (6) 2225 N. 
Monroe, Tallahassee. 128,229 b&w Sce: RET- 
MA & sta. Cls. AA hr. $350, 7. a. ID $50. 
L. Herschel Graves, g.m.; W. Woods, nat. 


sls. m. 

Tampa-St. Petersburg. WFLA-TV (8) 905 E. 
Jackson St., Tampa. 30,000 b&w Sce: SRDS. 
600 c. Cls. A hr. $850, min. $160. ID $80. 
George W. Harvey, v.p. & g.m.; William B. 
Faber, sls. m. 

Tampa, WTVT (13) 3213 Grand Central Ave., 
Box 1198. 320,000 b&w Sce: sta. 600 c. Cls. 
A hr. $850, min. $220, ID $110. P. A. “suse. 


-m. ¢.m. 

West Palm Beach, WEAT-TV (12) Box 170. 
140,000 b&w Sce: Pulse. Cls. A hr. $250, min. 
$50, ID $25. Bertram Lebhar ae exec.v.p. & 
g.m.; Ed J. Hennessey, g. sls. 

West Palm Beach, WPTV (5) 5 Gossennt Row. 
154,601 b&w Sce: Pulse & ARB. 110 c. Cls. 
A hr. $275. min. $50, ID $25. Stephen Willis, 
g.m.; Bill Woods, nat. sls. m. 


GEORGIA 

Albany, WALB-TV (10) Stuart Ave. at Green- 
wood Dr. 82,500 b&w. Sce: Retma & sta. 300 
ce. Cls. A hr. om. _ $50, ID $25. James 
M. Robinson, g.m ond E. Carow, sls.m. 

Atlanta, WAGA-TV eS T018 w. ——— St., 
NE. 582,690 b&w Sce: sta. 1,600 c. Cls. A hr. 
$1,000, min. $250, ID $125. Glenn Jackson, 
v.p. & mng. d.; "John W. Collins Jr., asst. 
mng. d. sls. 

Atlanta, WLW-A (11) 1611 W. Peachtree St., 
NE. 583,002 b&w Sce: sta. Cls. A hr. $900, 
min. 3175, ID $90. — LeBrun, v.p. & g.m.; 
Jam Burgess, sls. 

Atlanta, Wsb-rv (2) White Columns, 1601 W. 
Peachtree St. 545,210 b&w Sce: sta. 2,500 c. 
Cls. A hr. $1,000, min. $250, ID $125. John 

q © Jr., g.m.; Marcus Bartlett, st. m. 

Augusta, WJBF (6) Tv Park. 300,000 b&w 
Sce: sta. 200 ec. Cls. A _ hr. $350, min. 
$75, ID $37.50. J. B. Fuqua, p.&g.m.; T. J. 

ennessy. sls. m. 

Augusta, WRDW-TV (12) 1301 Georgia Ave., 
N. Augusta. 228,100 b&w Sce: sta. Cls. A hr. 
$350, min. $75, ID $37.50. J. W. Hicks, g.m. : 
Lou Stratton, sls. m. 

Columbus, WTVM (28) Box 1640, 1397 First 
Ave. 86,328 b&w Sce: sta. 220 c. Cls. A hr. 
$300, min. $60, ID $30. Guy Tiller, g.m.:; Joe 
Windsor, asst. g.m.-sls. 

Columbus, WRBL-TV (4) 1350 13th Ave. 171,852 
Sce: sta. *c. Cls. A hr. $400, min. $80, ID 
$49. J. W. Woodruff Jr., p. & g.m.; George 
“Red” Jenkins, nat. sls. & prom. d. 


Macon, WMAZ-TV (13) Bankers Insurance 
Bldg. 126,000 b&w Sce: Nielsen & CBS *c. Cls. 
A hr. $360, min. $72, ID 36. Wilton E. Cobb, 
g-m.; Frank Crowther, c.m. 

Rome, WROM-TV (9) MHorseleg Mountain, 
Scenic Hwy., Box 473. 174,330 b&w Sce: 
sta. Cls. A hr. $150, or Rt ID $15. Ed 
McKay, m.; Chas. Doss, 

Savannah, WSAV- TV (3) Liberty Nat. Bank 
Bldg. 150,f01 b&w Sce: ARF & sta. 100 ec. Cls. 
Ss hr. $275, min. $5°, ID ad 50. Harben Daniel, 

& g.m.; Mack Humpi dge, c.m 

Savannah. WTOC-TV ti) 516 Abercorn >. 
155,785 b&w Sce: sta. 50 c. Cls. $250, 
min. $50, ID $25. W. ‘ Saige Jr., m 7 g-m.; 
Ben Williams, v.p. 

Thomasville, WCTV isos "Tallahassee, Fila.) 


IDAHO 
Boise, KBOI-TV (2) 1007 W. Jefferson St. 
74,475 b&w Sce: ARB & sta Cls. A hr. $25C, 
min. $60, ID $25. het ye Whillock, p. & 
oF Earl Glade Jr., ot &ec 
KIDO-TV_ (7) ber of C ce 
Bldg. ag A b&w ‘ee: sta. Cls. A hr. $250, 
— $45, D $20. wg M. Davidson, p. & 


George Ganz, sls. 

Idaho. Falls, "KID-TV. (3) 1336 E. 17th St. 56,970 
b&w Sce: sta. Cls. A hr. $225, min. . $85. ID 
$22.50. C. hag “Rosy” Layne, g-m.; Claude 
Cain, sls. 

Lewiston, KLEW- TV (3) Satellite of KIMA-TV 
Yakima, Wash. 

Twin Falis KLIX-TV (11) Box 432. 25,000 b&w 
Sce: ARB & sta. Cls. A hr. $175, min. $43.75, 
ID $17.50. Cecil L. Heftel, v.p. & g.m.; Joe 
Gibney, st.m. 





ILLINOIS 

Champaign, WCIA (3) 509 S. Neil. 403,370 
b&w Sce: Nielsen & sta. *c. Cls. AA hr. $900, 
20 sec. $190, ID $95. A. C. Meyer, p.; Guy 
Main, v.p. 

Chicago, WBBM-TV (2) 630 N. McClurg Court. 
2,631,000 b&w Sce: Electric Assn. of Chicago 
%e, Cls. A hr. $4,100, Cls. AA 20 sec. $875, 
ID $437.50. H. Leslie Atlass, v.p. & g.m.: 
George Arkedis, sls. 

Chicago, WBKB (7) i90 N. State *. Ra 000 
b&w Sce: Electric Assn. Cls. A $2,200. 
Sterling C. Quinlan, v.p.; Matinee "E. Vier- 
acker, g.m. 

Chicago, WGN-TV (9) 441 N. Michigan Ave. 
2,350,100 b&w Sce: Nielsen & sta. *c. Cls. 

hr. $1,800 mid. $450, ID $225. —— 
Quaal, v.p. & g.m. ; Bradley Eidmann, sls. 

Chicago, WNBQ (5)' Merchandise Mart a 
2,600,000 b&w Sce: Electric Assn. of Chicago, 
15,000 c. Cls. A hr. $4,000, 20 sec. $900, ID 
$425, Jules Herbuveaux, v.p. & g.m.; Russ 
Stebbins sls. 

Danville, WDAN-TV (24) 1500 N. Washington 
Ave. 74,000 b&w Sce: sta. Cls. A hr. $150, 
min. $25, ID $12. Max Shaffer, st. m.; John 
D. Eckert, sls. d. 

Decatur, WTVP (17) P.O. Box 108. 190,000 
b&w Sce: Nielsen & sta. Cls. A hr. $350, min. 
$70, ID $35. Robert G. Wright, st. m.; Ben K. 
West, c.m. 

Harrisburg. WSIL-TV (22) The Television 
Bldg., 2144 W. Poplar St. 37,000 b&w Sce: 
sta. Cls. A hr. $150, min. $30, ID $15. O. L 
Turner, st. m. 

La Salle, WEEQ-TV (35) Commercial Nat'l 
Bank Bldg., Peoria. Fred C. Mueller, v.p. & 


g.m. 

Peoria, WEEK-TV (43) 2907 Springfield Rd. 
221,000 b&w Sce: sta. 1,137 c. Cls. A hr. $600, 
min. $120, ID ont fg C. Mueller, v.p. & 
g.m.; William J. nn, rgnl. ¢.m. 

Peoria, WMBD-TV an Jan. 1958. 

Peoria, WTVH (19) 234 N. Madison Ave. 224,000 
b&w Sce: SRDS & ARF. 1,000 c. Cls. AA hr. 
$550, min. mr, ID $55. Harold V. Phillips, 
g.m.; William Pipher, sls. m. 

@uines. RHOACTY: (see Hannibal, Mo.) 

Quincy, WGEM-TV (10) Hotel Quincy. 175,000 
b&w Sce: sta. 350 c. Cls. A hr. $350, min. $60, 
= $30. Joe Bonansinga, g.m. ; J. Ben Stewart, 


Rockford WREX-TV (13) Auburn & Winnebago. 
247,761 b&w Sce: sta. 500 c. Cls. A hr. $400, 
min. $80, ID $40. J. M. Baisch, g.m.; A.J. 
Bilardello, sls. m. 

Rockford, WTVO (39) N. Meridian Rd. 140,000 
b&w Sce: sta. *c. Cls. A hr. .e min. 
$60, ID $30. Harold Froelich, g.m.; Edward 
Ruppe, sls. m. 

Rock Island. WHBF-TV (4) Telco Bide., 231 
18 St. 328,532 b&w Sce: EMA & CBS. 1,205 
ec. Cls. AA hr. $800, 20 sec. $200, ID $100. 
Leslie C. Johnson, v.p. & g.m.; Maurice Cor- 
ken, asst. g.m. & sls. 

Springfield, wIics (20) 523 E. Capitol Ave. 
108,000 b&w Sce: sta. 100c. Cls. A hr. $250, 
min. $50, =. -— Fa D. Friedland, g.m.; 
Warren R. 

Springfield, W. May. 1 (36) Spring 1958 

INDIANA 

Anderson, WCBC-TV (61) Nov. 1957 

Bloomington. WTTV (4) State Fair grounds, 
Indianapolis. 667,881 b&w Sce: RETMA. Cls. 
A hr. oe ,000, min. $180, ID $90. Frank Willis, 
nat. sls 

Elkhart WSiJV-TV (52) 3600 Oakland Rd. 
215,814 b&w Sce: ARB & sta. Cls. A hr. = 
min. $60, ID $30. Paul C. Brines, v.p. & g.m. 
Vincent T. Doyle, nat. sls. m. 

















Evansville, WFIE-TV (14) 1115 at. Auburn “9 
157,329 b&w Sce: sta. 273 Cls. A 
$350, min. $70, ID $35. E. Berry Smith, - 

g-m.; Lee mowates, g. sis. 

Evansville-Henderson, WEBT-TV £50) Box 
395. 152,250 iw Sce: sta. 150 c. Cls. A hr. 
—_ = $80, ID $40. Edwin G. Richter Jr., 

; How: Duncan, sis. m. 

mF ‘WIVw (7) 405 Carpenter St. 210,000 
b&w Sce: sta. Cls. A hr. $350, min. $70, ID 
$35. Dick Shively, i Bill Spillman, sls. m. 

Fort Wayne, WANE-TV (15) 2000 Lincoln Tower 
193,107 b&w Sce; sta. 1f0 c. Cls. A hr. 
$500, min. $110, ID $55. R. Morris Pierce, 
mng. ohn Keenan, sls.d. 

Fort Wayne, WKJG-TV (33) 220 E. Jefferson 
St. 181,630 b&w Sce: sta. 1,000 c. Cls. AA hr. 
_ min. $90, ID $45. Baward S. Thoms, 

g.m.; Carleton B. 
Fort ‘Wayne, WPTA-TV oy ‘Butler Ra. Ronald 
Ross, g.m. B. Willis, nat. sls. m. 
tndianapelins WEBMTV (6) 1330 N. Meridian. 
725,000 b&w Sce: sta. 7,500 c. Cls. AA hr. 
a 200 min. $225, ID $1i3. Eldon Campbell, 
. & g.m.; Don "Menke , c.m. 

wm At 4 *WISH-TV ts) 1440 N. Meridian 
St. 72§,285 b&w Sce: sta. 5,000 c. Cls. AA hr. 
$1,300, min. $300, ID $150. Robert B. McCon- 
nell, v.p. & g.m.; George W. Diefenderfer 
Jr., nat. sls. serv. d. 

sy WLW-I (13) 714 gyn Bank 

Bldg. Cls. A hr. $880, min. $120, ID $60. John 
Babcock, asst. g.m., Bob Lamb, Fo m. 

Lafayette, WFAM-TV (59) McCarty Lane. 98,- 
000 b&w Sce: sta. 75 c. Cls. A hr. $200, 
min. $40, ID $20. Henry Rosenthal, st. g.m.; 
Richard Long, sls. m 

Muncie, WLBC-TV (49) “Radio Center, Box 271. 
107,250 b&w Sce: sta. a4: ce. Cls. A hr. $225, 
min. $50. F. Crai 

South Bend. WNDU-TV- ae) Box 989. 220,000 
b&w Sce: sta. 800 c. Cls. A hr. $500, min. 
$100, ID $50. Bernard C. Barth, v.p. & 
William Thomas Hamilton, sls. m. 

South Bend, WSBT-TV (34) Broadcast Center, 
300 W. Jefferson Blvd. 185,000 b&w Sce. sta. 
50 c. Cls. AA hr. $500, —- $100. Neal B. 
Welch, g.m. : Will Darch, 

Terre Haute. WTHI-TV (10) M8 Ohio St. 251,- 
970 b&w Sce: Nielsen & * 75 c. Cls. A hr. 
$500, min. $100, ID $50. M. iiceten, g.m.; 
George A. Foulkes, nat. = m. 


g-m.; 


IOWA 

Ames, WOI-TV (5) Service Bldg., Iowa State 
College Campus. 330,000 i. Sce: sta. *c. 
Cls. A hr. $650, min. $140, ID $70. Robert C. 
Mulhall, g.m.; Don Peterson, nat. sls. m. 

Cedar Kapids, KCRG-TV (9) 5 a at First 
St. SW. 331,512 b&w Sce: EM sta. Cls. 
A hr. $425, min. $85, ID $42.50. Pronk T. Nye, 

g.m.; Richard J. Butterfield, sls.m. 

Cedar Rapids, WMT-TV (2) Paramount Theatre 
Bldg. 344,380 b&w Sce: Nielsen & sta. *c Cis. 
AA hr. $625, min. $125, ID $62.50. William B. 
Quarton, a. Be g-m.; Lewis Van 
Nostrand v.p. 

Davenport, WOC TY (6) 805 Brady i by! 000 
o&w Sce: RETMA. 5,000 c. Cls. AA hr. $800, 
min. $200, ID $100. Ernest So. Sanders, een. m.; 
Mark Wodlinger, ~ sls. 

Des Moines, KRNT-TV (8) KRNT Center, 9th & 
Pleasant Sts. ¢ *e Cls. A hr. $700, min. $160, 
ID $80. Robert W. Dillon, v.p. & g.m.; Paul 
M. Elliott, ¢.m. 

Des Moines, WHO-TV (13) 1100 Walnut St. 
347,000 b&w Sce: sta. 1,500 ec. Cls. A hr. 
$700, min. $150, ID $75. Paul A. Loyet, 
v.p. & res. m.: Robert H. Harter. sls. m. 

Ft. Dedge, KQTV (21) 912 ist Ave. S. 47,322 
b&w Sce: sta. Cls. A hr. $150, min. $40, 
ID —“ Edward Breen, p.&g.m.; Rollie Camp, 


sls. 

Mason City, KGLO-TV (3) 2nd & Pennsylvania. 
127,780 b&w o Nielsen & sta. Cls. A hr. 
$350, min. $70, ID $35. Herbert R. Ohrt, exec. 
v.p. & g.m.; Lloa Loers, sls. m. 

Ottumwa, KTVO (see Kirksville, Mo.) 

Sioux City, KTIV (4) 10th & Grandview 
237,663 b&w Sce: sta. 1,000 ¢. Cls. A hr. 
$350, min. $75. ID $37.50. Dietrich Dirks, 

& g.m.; Gene Flaherty, v.p. & sls.m. 
City, KVTV (9) 7th & Douglas St. 
229,330 b&w Sce: sta. 500 c. Cls. AA hr. 
= min. $100, ID $50. Donald D. Sullivan, 

& g.m.; Robert B. Donovan, c.m. 

Waterloo, KWWL-TV (7) Insurance Bldg., E. 
4th & Franklin. 324,866 Sce: EMA & sta. 
750 c. Cls. AA hr. $625, min. $125, ID $62.50. 
= J. McElroy, g.m., James S. Dugan, nat. 
sls. m. 


KANSAS 


Ensign-Cimarron, KTVC (6) Satellite of KAKE- 
TV Wichita. 

Garden City, KGLD-TV (11) Jan. 1958 

Goodland, KWGB-TV (10) Nov. 1957 

Great Bend, KCKT (2) Box 182, 4 miles N. on 
Hwy. 281. 105,600 b&w Sce: sta. 1,000 ec. 
Cls. A hr. $300, min. $60, ID $30. Victor E. 
Baum, mng. d.; E. L. Kuhlman, opertns. m. 


& sis. m. 

Pittsburg, KOAM-TV (7) Box 608. 161,851 b&w 
Sce: sta. Cls. A hr. ge min. $60, ID $30. 
R. E. Wade. gm. & s 

Topeka, WIBW-TV Gs) yy 119. 222.956 b&w 
Sce: Electric Assoc. of K. c. Cls. A hr. 
$480, min. $96, ID $48. Thad a Sandstrom, 
g.m.: Ray Senate, sls. coordinator. 





Charles F. Grisham has been named 
general manager of the Alabama 
Broadcasting System, operators of 
WABT, WAPI and waFM Birmingham. 
Mr. Grisham was southeastern man- 
ager for the Edward Petry Co. in 1951 
when he joined wuitTv (now WLW-A) 
Atlanta as general sales manager. He 
came to Alabama Broadcasting in 1953 
as commercial manager and in Sep- 
tember 1954 was made a vice president 
of the station. He succeeds Henry P. 
Johnston who recently resigned as 
general manager. 


Wichita, KAKE-TV (10) 1500 N. West. 265,395 
b&w Sce; sta. Cls. A hr. $600, min. $135, ID 
$68. Martin Umansky, se & g.m.; Donivan 
D. Waldron, nat. sls. m. 

= KARD-TV (3) 833 N. Main. 285,287 

w Sce: sta. ns ce. Cls. AA hr. $650, min. 
Sito, ID $75. Wm. J. oe. exec. v.p. & g.m.; 
Don Sbarra, v.p. & sls. 

Wichita-Hutchinson, KTVH (2) 1800 N. Plum, 
Hutchinson. 261,500 b&w Sce: sta. 500 c. 
Cls. AA hr. $575, min. sits, ID $67.50. Howard 
O. Peterson, g.m.; E. W. “Ernie” Dallier, 
g. sls. m. 


pra d 


Henderson, WEHT (see Evansville, Ind.) 

Lexington, WKXP-TV (27) Broadcast Central 
Cls. A hr. $251.30, min. $41, ID $25.10. Fred- 
erick Gregg Jr., p. g.m.; Miller Welch, c.m. 
Lexington, WLEX_TV “18). 134 N. Limestone 
St. ¢t Cls. A hr. $218.50, min. $3F.65 ID $21.85. 


Earl L. Boyles, exec. v.p. & g.m.; Jim Pen- 
nock, sls. m. 
Louisville. WAVE-TV (3) 334 E. Broadway. 


ey b&w Sce: Nielsen & sta. 12,000 c. Cls. 
dy r. $1,025, min. $230, ID $115. Nathan Lord, 
& m.; Ralph Jackson, ¢.m. 
Louisville. WHAS-TV (11) 525 W. Broadway. 
Cls. A hr. $1,000, min. $200, ID $100. Vic- 
tor A. Sholis, v.p. & d.; Albert J. Gillen, sls. 


Paducah, WPSD-TV (6) 100 Television Lane, 
Box 1037. 155,000 b&w Sce: sta. *c. Cls. A hr. 
$400, min. $80, ID $40. E. J. Paxton Jr., v.p. 
. g-m. Sam Livingston, asst. g.m. in chg. 
sls. 


LOUISIANA 

Alexandria, KALB-TV (5) 6th & Washington 
Sts. 126,400 b&w Sce: sta. Cls. A hr. = 
min. $50, ID $25. ber age L. Cobb, g.m. 
Marvin Reuben, nat. sls. 

Baton Rouge, WAFB-TV (28). "929 Government 
St. 104,000 b&w Sce: sta. Cls. A hr. $250, min. 
$50, ID $25. Tom E. Gibbens, p. & g.m.; Mer- 
vyn Rhys, c.m 

Baton Rouge, WBRZ (2) 1650 Highland Rd. 
ge b&w Sce: a & sta. 500 c. Cls. A 

ne $300, min. $65, ID $32.50. John H. Bone, 
Guy Corley, g. sls m 

Lafayeite, KLFY-TV (10) 1301 oe Ave. 185,837 
h&w Sce: SRDS 2,698 c. Cls. A hr. $250, min. 
$50, ID $25. gy home g-m.; Sterling 


Zimmerman, g.s 
Lake Charles, KPLC.TV (7) ws Division St. 
Cis. A_ hr. $250, min. 


175,300 b&w Sce: sta. 
Pelham Mills Jr., g. m.; Art 


$50, ID _ 
Reuben, sls. 

Lake Charles, KTAG-TV (25) 645 15th Ags Box 
173. 62,167 b&w Sce: sta. Cls. A hr. $150, 
min. $25. ID $12.50. Raymond Dorsey, g.m.; 
Harper Clarke, asst. m. & sls. m. 

Monroe. KNOE-TV (8) KNOE Rd., Box 1713. 
300,000 b&w Sce: sta. 100 c. Cls. AA hr. $400, 
min. $80, ID $40. Paul H. Goldnian, v.p. & 


g-m.; Jack Ansell Jr., tv sls. & p a. 

New Orleans, WDSU-TV (6) 520. ‘Royal St. 
436,813 b&w Sce: sta. 1,400 c. Cle. A hr. 
$900, min. $170, ID ag Robert D. Swezey, 
exec. v.p. g.m.; Louis Read, v.p. & c.m. 

New Orleans, “WIMR-TV (a0) 1500 Canal St. 
175,000 b&w Sce: sta. 500 c. Cls. A =. hy | 
min. $60. ID $40. George Ae —~ahreeee .& 
g.m.; Paul Beville, sls. & 

New Guteana, WWL-TV (4) 1024 'N. Rampart St. 
Cls. A hr. $70, min. $150, ID $75. Howard 
Summerville, g.m. 

Shreveport, KSLA-TV (12) P.O. Box 92, Wash- 
ington Forge Hotel. 240,000 Sce: sta. 1,000 c. 
Cls. A hr. $500, min. $100, ID $50. Winston B. 
Linam, st. m.; Deane Flett, sls. m. 

Shreveport, KTBS-TV (3) 312 E. Kings Hwy. 
316,690 b&w Sce: EMA & sta. 600 c. Cls. A 
hr. $500, min. $125, ID $62.50. Patrick J. 
White. st.m.; Joe B. Foster, c.m. 


MAINE 

Bangor, WABI-TV (6) 55 State St. 107,000 b&w 
Sce: sta. 100 c. Cls. A hr. $300, ID $35. Richard 
Bronson, m.; Robert McCausland sis. m. 

Bangor, W-TWO (2) 7 Main St. 108,000 b&w 
Sce. CBS. *c. Cls. A hr. $300, min. $60, ID $30. 
Murray Carpenter, & & g.m.; Rudolph Mar- 
coux, v.p. & bus 

Poland Spring, WMTW (8) Riccar Inn. 288,000 
b&w Sce: Nielsen. Cls. A hr. $400, min. $80, 
ID $40. John H. Norton Jr., v.p. & g.m.; Car- 
ter Knight, renl. sls. m. 

Portland, WCSH-TV (6) 157 High St. 238,000 
b&w Sce: Nielsen & sta. 400 c. Cls. A hr. 
— min. $100, ID $50. William H. Rines, 

d.; Jack S. Atwood, tv. st. m. 

Portland, WGAN-TV (13) 390 Congress St. 
185,000 b&w Sce: sta. 100 c., Cls. AA hr. 
$500, min. $100, ID $50. Creighton E. Gatchell, 
v.p. & g.m.: Richard E. Bates, sls. m. 

Presque Isle, WAGM-TV (8) 489 Main St. 20,000 

w Sce: sta. Cls. A hr. $150, min. $30, ID 
$16. Harold D. Glidden, g.m.; Forrest Craig, 
sls. m. 

MARYLAND 


Baltimore, WJZ-TV (13) Television Hill. 734,134 
h&w Sce: sta. Cls. AA hr. $1,275, min. $250, 
ID $125. Larry H. Israel, g.m.; Pel Schmidt. 


loc. sls. m. 

Baltimore, WBAL-TV (11) 2610 N. Charles St. 
741,543 b&w Sce: sta. 650 c. Cls. A hr. $1,500, 
min. $350, ID $175. Leslie H. Peard Jr. v.p. & 
st. m.; Willis K. Freiert, asst. st. m. & sls. m. 

Baltimore, WMAR-TV (2) 2 W. Redwood St. 
745,727 b&éw Sce: sta. 2,417 c. Cls. A hr. 
St. 500, _. $350, ID eee. E. K. Jett, v.p. & 

; E. Lang, sls. 

Salisbury, WBOCTV (16) Radio-Tv Park, 57,- 
110 b&w Sce: sta. Cis. A hr. $200, min. $37.50, 
TD. $20. Charles J. Truitt, v.p., g.m. & nat. sls. 
m.; H. Wendell Henry, loc. sls. m. 


MASSACHUSETTS 


Adams, WCDC (19) Len Jazgntel, res. m. Satel- 
lite of WCDA Albany, N. Y. 

Boston, WBZ-TV (4) 1170 a Field Rd. 
1,507,149 b&w Sce; ARF & sta. 64 c. Cls. AA 
hr. $2, 400, 20 sec. $590, ID $295. F. A. Tooke, 

g-m.; James E. Allen, sls. m. 

Sten WHDH-TV (5) 6 St. 
William -" Renae” v.p. 
ander M. ger, v.p. & sls. 

Boston, WNACTY cs) 1 Brookline Ave. 1,458,- 
900 b&w Sce: sta. *c. Cls. A hr. $2,200, min. 
$380, ID $170. Norman Knight, exec. v.p. & 
am. :, Seana H. Bateson, sls. serv. & nat. 
sis. d. 

Boston, WMUR-TV (see Manchester N.H.) 

Greenfield, WRLP (32) Box 32, Northfield Wal- 
lace I. Green, st. m.; Philip J. Renison, sls. m. 
Satellite of WWLP Springfield. 

Springfield-Holyoke, WHYN-TV (55) 1300 Liber- 
ty. 270,000 b&w Sce: ARB & sta. 572 c. 
Cls. A hr. $600, min. $140. ID $60. Charles N. 
DeRose. g.m.; Patrick J. Montague, sls. m. 

Springfield, WWLP (22) Box 2210. 250,000 

: sta. 627 c. Cls. AA hr. $600, min. 

$140, ID $60. William L. Putnam g.m. & 

treas.; James H. Ferguson Jr. g. sls. m. 


MICHIGAN 

Ann Arbor, WPAG-TV (20) Hutzel Bldg. 31,000 
b&w Sce: sta. Cls. A hr. $150, min. $30, ID 
$15. Edward F. Baughn, v.p. & 
MacDonald, sls. m. 

tay City, WNEM-TV (5) 814 Adams. 580,°36 
b&w Sce: RETMA 3,500 c. Cls. A hr. $680, 
=. $135, ID $67.50. oomnee — Jr., P 

g.m. Harry E. Travis, v.p. & . g.m, 

cediliee WWwrv (13) 417 N. Mitchell ‘St. 390.000 
b&w Sce: sta. Cls. A hr. $350, m'n. $90, ID 
$45. Gene Ellerman, v.p., g.m. & sls. m.; Daryl 
Sebastian, asst. g.m. & prom. m. 

3300 Guardian Bldg. 


James Ave. 
& mng. d.; Alex- 


g.m.; Kenneth 


Detroit. CKLW-TV (9) 
1,600,000 b&w Sce: sta. Cls. A hr. $1,200, min. 
$240, ID $95. J. E. Campeau, p. & g.m.; 


Norman Hawkins, nat. sls. m. 

Detroit, WJBK-TV (2) 7441 Second Ave. 1,700,- 
000 b&w Sce: SRDS. 15,000 c. Cls. AA hr. 
$2,600, 20 sec. $650, “ID $325. Bill Michaels, 
+e. & mng. d.; ith T. McKenney, loc. als. 


Detroit, WW4J-TV (4) 622 W. Lafayette. 1,860,000 
b&w Sce: sta. 5.300 c. Cis. A hr. $2,400, min. 
$600. ID $300. Edwin K. Wheeler, g.m.; Don 
DeGroot, asst. g.m. 
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Detroit, WXYZ-TV (7) 28 W. Adams. 1,610,- 
000 b&w Sce: Nielsen & sta. Cls. AA hr. 2,200, 
min. $550, ID $220. James G. Riddell, p.&g.m.; 
Ralph Dawson, tv sls. d. 

Flint, WIRT (12) Dec. 1957 

Grand Rapids, WOOD-TV (8) 120 College Ave. 
SE. 575,961 b&w Sce: Nielsen & EMA 700 
ce. Cls. A hr. $1,175, min. $250, ID $125. 
Willard Schroeder, p. & g.m.; Arthur Swift, 


g.sis. m. 

Kalamazoo, WKZO-TV (3) 124 W. Michigan. 
690,985 b&w Sce: Nielsen & sta. *c. Cls. A. 
hr. $1,300, min. $270. ID $135. Carl E. Lee 
v-P. & mng. d.; Donald W. mit Jr., sls. m. 

Lansing, WJIM-TV (6) 2820 E. Saginaw. 452,000 
b&w Sce: sta. 550 c. Cls. A hr. $900, min. $180, 
ID $90. Harold F. Sam, p. & g.m.; Gar 
Meadowcroft, g. sls. 

Marquette, WDMJ-TV 6) 249 at Washingto 
St. 65,000 b&w Sce: ARB EMA. cn A 
hr. $200, min. $40, ID A “w: H. Treloar, 

g-m.; Robert Luke, st. sls. 

Guinan, WKNX-TV (ir) 3 221 s. Washington 
Ave. 160,600 b&w Se 150 c. >. A hr. 
$375, min. $75, ID ist 50. st Williaen J. Edwards, 
p. & g.m.; Robert M. Chandler, A 

Traverse City, WPBN-TV (7) 7 bigs 7 St. 66,- 
879 b&w Sce: sta. 41 c. Cls. A hr. $140, min. 
$26.50, ID $14.50. Robert E. Detwiler, m. 


MINNESOTA 
Austin, KMMT-TV (6) 218 Bradley Bldg., » E. 
Superior St. 150,000 b&w Sce: sta. Cls. A hr. 
$200, min. a ID D 18. Don E. Inman, st. m.; 


m Jon 

Duluth, RDAL-TV a) 218 Bradley Bldg. 148,700 
b&w Sce: CBS. Cis. A hr. $450, min. $101.25, 
ID "Ma. ag Ramsland, v.p. & g.m.; John 

Grandy, sls. m. 
Duluth-Superior, Wis., WDSM-TV (6) 230 E. 
a St. an? a 000 b&w Sce: 
e. s. r. $450, min, $90, 
= $45. C. D. Tully, g.m.; Carlo Anneke, g. sls. 


Ishemeapalile, KMGM-TV (9) Foshay Tower, 600,- 
000 b&w Sce: sta. Cls. A hr. $1,000, min. 
$200, ID $80. Seymour be ge P. & g.m. 
Milton J. Westerman, acting s 

Minneapolis-St. Paul, KSTP-TV. is). "$415 Uni- 
versity Ave., St. Paul. 700,118 b&w Sce: sta. 
200 c. Cls. A hr. $1,000, min. $250, ID $125. 
Stanley _— Hubbard, p. & g.m.; Marvin Rosene, 


g. sls. 

Minmenpelia, WCCO-TV (4) 50 . 9 St. 691,900 
sacs, _— a = * Cis. A hr. $1,600, min. 

5 

mo ; Robert A m. — onynenbarg, exec. 
innea TCN-TV rit) “2998 D. Blvd. 
553,610 b&w Sce: Nielsen & s ta. Cis. A = 
$900, min. $170, ID $85. Phil Hoffman, vp. & 
g.m.; James R. Hoel, tv sls. m. 

Rochester, KROC-TV (10) 100 < Fg Bldg. 
hes, ato, Oa! > & sta. c. Cls. A 
hr. min $25. Will L ° 
st. m.; Will Jackson, sls. m. . ‘Laimpman 


MISSISSIPPI 

Columbus, WCBI-TV (4) Gilmer Hotel. 80, .4 
b&w Sce: sta. Cls. A hr. $180, min. $35, 
os. P. B. Hinman, st. m.; W. W. Whithele 
sls. m. 

Hattiesburg, WDAM-TV (9) Hiway my N. 178,- 
200 b&w Sce: sta. 251 c. Cls. A hr. $175, 
min. $35, ID $17. . Marvin Reuben, vp. & 
g.m. ; Jerry Keith, sls. m. 

Jackson, WITV (12) Box 8187. 224,000 b&w 
Sce: sta. *c. Cls. A hr. $400; min. $90, ID $45. 
Owens F. A EL, -. m. & nat. sis. m. 
Bill Carlier, loc. sls. ‘ 

Jackson, WLBT (3) 715 s. * Jefferson >. 220,000 
b&w Sce: Nielsen & sta. 350 c. Cls. A hr. $400, 
—. ag ID $45. Fred L. Beard m. : Pronk Gen- 
ry, 8 

Meridian, WTOK-TV (11) 

1771. 94,000 b&w Sce: = ou h 
$275, ~~" $55, ID $27.50. Robert F. Wright, p. 
& gz. - Crooks Jr., v.p. & c.m. 

Tupele, wrwe (9) Beech Springs Rd. 95,000 
b&w Sce: sta. 50 c. Cls. A hr. $150, min. $30, ID 
$18. Frank K. Spain, p. & g.m.; Charles H. 
Hills Jr., ¢.m. 


MISSOURI 
Cape Girardeau, KFVS-TV (12) 324 Broad 
167,674 b&w Sce: sta. 150 c. Cls. AA hi be. $600, 
min. Bae sooner O. Hirsch, st. m.; Jack 


Ram sls. 

Columbia, KOMU- TV (8) Highway 63 South. 
105,9F0 b&w Sce: sta. Cls. A hr. $200, aa. 
$40, ID $20. +—~aoae C. Lambert, g.m.; John 
ann H ‘ATV (7) 510 Maine, a 
Il. 174 ,880 b&w Sce: Nielsen & sta. iene Ok. 

A hr. $350, min. $70, ID $35. Walter J. Roths- 
Child, g.m. = ae sls. m.; Merritt Milligan, 
asst. m. & p; d. 

Jefferson City. "KRCG-TV (13) Callaway Hills 
Farms, Hwy. 54 N. 113,780 b&w Sce: RB. 
a A ~" . min, f° ID $20. Robert 

axwe! is.m. 

Joplin, KODE: TV (12) 1928 w 13th. 142,148 
b&w Sce: 50c. Cls. A hr. $300, min. 
, 50, ID $30. ” Harry D. Burke, v.p. & g.m.: 

x D. T. Eats, sls.m 
ansas City, KCMO-TV (5) 125 E. Sist St. 
502,050 b&w Sce: Nielsen, 2,500 c. Cls. AA hr. 
$1,400, =. $300, ID $150. E. K. Hartenbower, 
g.m.: 8. B . Tremble, c.m. 
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J. Reginald Miller has been made na- 
tional sales manager of KOMO-TV 
Seattle, it was announced recently by 
Bill Hubbach, commercial manager of 
the station. Mr. Miller has served as 
public service and public relations 
manager for KOMO-TV-AM since May, 
1953. 


Kansas City KMBC-TV (9) KMBC blidg., llth & 
Central. 494,323 b&w Sce: sta. 110 c. Cls. A 
% hr. $480, min. $160, ID $80. John T. 
——e, © v.p. g.m.; George J. Higgins, 
v.p. sls. 

Kansas City, WDAF-TV (4) 3030 Summit St. 
677,159 b&w Sce: Electric Assn. of K.C. 2,369 
ec. Cls. A hr. $1,060, min. $212, ID $106. 
William A. Bates, st.m.; E. Manne Russo, 


sls.m. 

Kirksville, KTVO (3) 209 E. 2nd St., Ottumwa, 
Ta, 222,954 b&w Sce: sta. Cls. A hr. $300, 
min. $60, ID $30. Berg Allison, st.m.; Elmer 
Smith, c.m. 

St. Joseph, KFEQ-TV (2) 40th & Faraon Sts. 
196,961 b&w Sce: Electric Assn. Cls. A hr. 
$300, min, $60. ID $30. Ted Nelson, g.m.; 
A. Wayne Beevers, ¢.m 

St. Leuis, KSD-TV (5) 1111 Olive St. 967,000 
b&w Sce: sta. *c. Cls. A hr. $1,200, min. 
$300, ID $150. George M. Burbach, st. m.; 
Guy E. Yeldell, sls.m 
it. Leuis, KTVI (2) 5915 Berthold Ave. 967,002 

w FY 3; Cls. AA hr. $1,000, min. $250, 

ID a, ¢ 4 5 Se Bernard, v.p. & g.m.; John 


Hyatt, sls. 

it. KWE K-TV (4) 1215 Cole St. t * Cls. A 
hr. $1,500, min. $330, ID $165. Robert T. 
Convey, p. & g.m.; V. E. Carmichael, v.p. & 


sls.d. 

KDRO-TV (6) 2100 we Broadway. 67,- 
000 b&w Sce: sta. Cls. A hr. $200, min. $30, 
ID $25. Le tan g-m.; Max Cassing, 


sls.m. 

Springfield, Ls ay f (10) 330 E. _. 
111,188 b&w Sce: ARF & sta. 258 c. Cls. A 
hr. $325, | o01.38, ID $32.50. G. Pearson 


Ward, v.p. 
Springfield, KITV ™3) 999 W. a 114,914 
b&w Sce: sta. 200 c. Cls. hr. $325, min. 


$81.25 ID $32.50. R. L. Stemeban co-m. & 
e.m.; Carl Fox, co-m. 


MONTANA 

Billings, KOOK-TV (2) Box 2557. 39,500 b&w 
Sce: Nielsen & sta. Cls. A hr. $200, min. $45, 
ID $22.50. V. V. Clark, exec. v.p. & g.m.; 
John H. Conner, ¢.m. 

Butte, KXLF-TV (4) 1003 S. Montana. 52,572 
b&w Sce: ARF & sta. Cls. A hr. $200, min. 
$40, ID $20. E. B. Craney, st.m.; Arne Anzjon, 


sls.m. 
Glendive, KXGN-TV (5) Don Palen, g.m.; Karl 
Johnson, sls.d. 
Great Fal KFBB-TV (5) Box 1139. 35,100 
b&w Sce: sta. Cls. AA hr. $200, min. $40, ID 
$20. J. P. b ae p. & g.m.; W. C. Blanch- 
ette, st.m. 
— EXLS- Tv. “(12) Satellite of KXLF-TV 


Kelieyaii, KGEZ-TV (9) Box 439. Cls. A hr. $125, 
min. $20, ID $10. Richard K. Vick, v.p. & g.m.; 


Robert S. Bennett, ¢.m. 

Missoula, KMSO-TV (13) 340 W. Main. 37,300 
b&w Sce: sta. Cls. A hr. $1F0, min. $30, 
$15. A. J. Mosby, p.; S. John Schile, g.m. & 


NEBRASKA 

Hastings, ——. ‘4 Box 476. 109,112 b&w 
Sce: sta. Cis. A a Lg min. $43.75, ID 
$21.88. ante L. Wat m. & sls. m. 

Hay Springs, KDUH- 1 4) Dec. 1957 

Hayes Center, KHPL-TV (6) — Satellite of 
KHOL-TV Kearney 

Kearney, KHOL-TV tis) 414 E. Ave., Holdrege. 
119,000 b&w Sce: sta. 50 c. Cls. A hr. $300, 
min. $60, ID $30. Jack Gilbert st. m. & sls. m. 


Lincoln, KOLN-TV (10) 40 & W. 222,037 
b&w Sce: RETMA. Cls. A hr. $350, min. ote. 
7 A. James Ebel, v.p. & g.m.; Lester C 


sls. 
ea KETV (7) e & douglas Sts. Cls. AA 
_ $900, min. $200, ID $100. Eugene S. Thomas 
& g.m. Robert QO. Paxson, sls.m. 
Omaha, KMTV (3) 2615 Farnam St. 422,000 
b&w Sce: Neb-Ia. Elec. Council. 3,800 c. Cls. 
A hr. $900, min. $225, ID $115 Owen Saddler, 
—. v.p. & g.m.; Arden E. Swisher, g. sls. 


@nshe, WOW-TV (6) mapas Bldg. 422,000 
b&w Sce: sta. > Cls. A hr. $735, min. $170, 
ID $80. Frank P. Fogarty, v.p. & g.m.; Fred 
Ebener, tv sls. 

Scottsbluff, KSTF. “(e) Satellite of KFBC-TV 
Cheyenne, Wyo. 


NEVADA 


Las Vegas, KLRJ-TV (2) 4850 Boulder Hi-Way. 
33,141 b&w Sce: sta, 412 c. Cls. A hr. $275, 
min. $€0, ID $30. —_— D. Stiles, g.m.; 
Ralph Johnson, loc. sls. 

Las Vegas, KLAS-TV (8) Wilbur Gast s Desert 
Inn. 32,500 b&w Sce: sta. Cls. A hr. $250, 
min. $50, ID $25. Marian Y. Komar, g.m. & 
nat. sls.m. ; Alex Gold, loc. sls. m. 

Las Vegas KSHO-TV (13) El Rancho Vegas 
Hotel. 22,000 b&w Sce: sta. Cis. A hr. $200, 
min. $40, ID $20. Jean Paul King, g-m.; Jay 
Cowan, c¢.m. 

Reno, KOLO-TV (8) 770 E. Fifth. 55,500 b&w 
Sce: ARF & sta. Cls. A hr. $300, min. $60, 
ID $30. Harry Huey, g.m.; Lee D. Hirshland 
st. m. 


NEW HAMPSHIRE 


Manchester, WMUR-TV (9) 1819 N. Elm_ St. 
1,127,959 b&w Sce: EMA. Cls. A hr. $700, 
min. $165, ID $70. Norman A. Gittleson, exec. 
v.p. & g.m.; Gordon Moore, nat. sls.m. 

Mt. Washington, WMTW (see Poland Spring, 
Me.) 


NEW JERSEY 


Memaste Sew | York, N.Y., WATV (13) 515 agar 
son Ave., N.Y. 4,730,000 b&w Sce: sta. Cls 
hr. $1,500, min. $300, ID $150. Irving Re 
Rosenhaus, Pp. g.m.; Edward Cossman, g. 
sls. m. 


NEW MEXICO 


Albuquerque, KGGM-TV (13) 1414 Coal Ave. 
S.W. 108,077 b&w Sce: sta. 250 c. Cls. A hr. 
$400, min. $85, ID $45. A. R. Hebenstreit, p. 
& g.m.; Ralph C. Rhoads, sls. & asst. m. 

Albuquerque, KOAT-TV (7) 122 Le Dr. SE. 

100,000 b&w Sce: sta. Cls. A hr. $250, min. 
$35. 1D $15. Walter J. Stiles, =. v.p. & st.m. ; 
Clinton D. McKinnon, p. & g 

Albuquerque, KOB-TV (4) 1430 “Coal Ave. SW. 
132,300 b&w Sce: sta. 300 c. Cls. A hr. — 
min. $85, ID $45; George S. Johnson, g. m. 
Rolf S. Nielsen, sls. m. 

Carlsbad, KAVE-TV (6) ae W. Church St. 
35. 000 b&w Sce: sta. Cls. A hr. $150, min. $30, 

D $15. — 3 Battison, __ & sis.m.; Don 
Hus 


ited, asst. 

Clovis, KICA- Tv m2) 1000 Sycamore St., Box 
111. 25,000 b&w Sce: sta. Cls. A hr. $150, min. 
$30. ID $15, Robert L. Sander, st.m.; Jim 
Richardson, slsm 

Roswell, KSWS-TV (8) 1717 W. 2nd St. ™ es 
b&w Sce: ARB & RETMA 215 c. Cls. hr. 
$250, — $50, ID $25. John A. Ty o. & 
g-m. ; McEvoy, sis. m. 

Santa Fe, *KV Be (2) Dec. 1957 


NEW YORK 


ar gg WCDA (41) Box 4100. 225,000 b&w sce: 
sta. Cls. A hr. $625, min. $130, ID $65. 
Thomas S. Murphy, g.m.; William Lewis, 


sls. m. 

Albany, WTRI (35) 15 N. Pearl St. 225,000 b&w 
Sce: sta. Cls. A hr. $400, min. $75, ID $37.50. 
William A. Riple, g.m.; Dom Tovino, sls.m. 

Binghamton, WNBF-TV (12) 1 Henry St. 354,- 
000 b&w Sce: sta. *c. Cls. AA hr. $1,000, min. 
$225, ID $100. George R. Dunham, g.m.; An- 
drew G. Hubbell, zg. sls. m. 

Binghamton, WINR-TV (40) 72 Henry St. 
Dale L. Taylor, g.m.; A. Victor Ludington 


Jr., g. sls. m. 

Buffalo, WBEN-TV (4) Hotel Statler. 622,257 
b&w Sce: Niagara Mohawk Power Corp. 500 
ce. Cls. A hr. $1,050, min. $195, ID $95. George 
R. Torge, st.m. Nicholas J. Malter, sls.m. 

Buffalo, WBUF (17) 2077 Elmwood Ave. 251,300 
b&w Sce: sta. Cls. A hr. $650, 20 sec. $135, 
ID $60. Charles C. Bevis Jr., g. m.; William 
B. Decker, sls. m. 

Buffalo, WGR-TV (2) 184 Barton St. 603,493 
U.S. b&w, 680,905, Canada b&w Sce: Niagara 
Mohawk Power Corp. & RETMA of Canada. 
Cls. A hr. $880, min. $155, ID $80. Van Beuren 
A Rw st. m.; G. Paschall Swift, sls. & 


Carthage-Watertown, WCNY-TV (7) Box 211. 
Watertown. 81,418 b&w Sce: sta. Cls. A hr. 
$250. min. $F0. ID $25. ge w. = ee, tv 
d.; Alfred M. Tauroney, nat. 

Elmira, WSYE-TV (18) 46, 576 baw Paul S. 
Abbott, g. m. Satellite of WSYR-TV Syracuse. 

— WCDB (29) Satellite of WCDA Al- 

ny. 




















New York, WABC-TV (7) 7 A,’ 66th St. 4,800, 
000 b&w Sce: sta. Cis. hr. $4,150, min. 
$825. ID $450. Robert L. i v.p. & g.m.; 
Joseph Stamler, sls. m. 

New York WABD (5) Du Mont Pefevinton > 
ter, 205 E. 67th St. 4,614,810 b&w Sce 
Cls. A hr. $3,000, min. $300, ID $120. ‘Sen 
net n Korn. v.p. st. m. & sls. m. 

New York, WATV (see Newark) 


New York WCBS-TV = 485 Madison Ave. 
4,745,000 b&w Sce: s 3,000 c. =. A hr. 
$7 on —_ $1,500, SD $750. Cook 


Dig Frank Shakespeare, g. ar m. 

a York, =WOR-TV (9) 1440 Broadway. 4,730,- 

0 b&w Sce: sta. Cls. A hr. $2,000 min. ‘3500, 

ID $200. ae Gms, exec. v.p. & g.m.; Wil- 
liam P. Dix Jr. 

New York, Wwrix’ “i 220 E. 42nd St. 4, 700,000 
b&w Sce: NBC. Cls. A hr. $2,000, min. $500, 
ID $175. Fred M. ‘Thrower, v.p. & g.m.; John 
A. Patterson, sls. 

New York, WRCA-TV (4) RCA Bldg. 30 Rocke- 
feller Plaza. 4,765,000 b&w Sce: sta. 25,000 c¢ 
Cls. AAA hr. 39, 200, 20 sec. $2,300, ID $1, 150. 
William N. Davidson, g.m.; Jay J. Heitin, 


sls. d. 
ye WPTZ-TV (5) 357 Cornelia St. 
150,000 U.S. b&w. 350,000 Comet, b&w Sce: 
sta. Cls. A hr. $400, min. $80, ID $40. George 
age Bregge, g.m.; Albert La France loc. 
sls 
Rochester, WHEC-TV (10) 40 Franklin St. 327,- 
0 U.S. b&w, 31,500 Canada b&w ya sta 
<0 ec. Cls. A hr. $700, min. $140. C. Glover 
ar 7 v.p. & g.m.; Le Moine C. Wheeler, 


mS. Ty “ WROC-TV (5) 201 Humboldt St. 
307,750 b&w Sce: te & sta. 400 c. Cls. A 
hr. $700, min. $175, ID $87.50. Gunnar O. 
Wiig, g.m.; Armin N. Bender, sls. m. 

Rochester, WVET-TV (10) 17 S. Clinton Ave. 
327,000 U.S. b&w, Sce: sta. 31,500 Canada b&w 
400 ec Cls. A hr. $800 min. $150, ID $75. 
Ervin F. Lyke, p. & g.m.; Arthur Murrell- 
wright, ¢. sls. m. 

Schenectady, WRGB (6) 60 Washington Ave. 
502,900 b&w Sce: sta. 3,300 c. Cls. A hr. $1,100, 
min. $200, — Merl L. Galusha, m.; 
George Spring, sls. 

Syracuse, WHEN-TV (8) 101 Court St. 475,000 
b&w Sce: sta. *e. Cls. AA hr. $1,000, min. 
$250, ID $125. Paul Adanti. v.p. & g.m.; Fred 
Menzies, ¢.m. 

Syracuse, WSYR-TV (3) 224 Harrison St. 479,- 
950b&w Sce: Nielsen & sta. *c. Cls. A hr. $900, 
min. $175, ID $97.50. E. R. Vadeboncoeur, p. & 
z.m.; William R. Alford. sls. d. 

Utica, WKTV (13) Smith Hill Rd. 216,000 b&w 
Sce: sta. 200 c. Cls. A hr. $550, min. $100, ID 
$40. Michael C. Fusco, g.m. & sls m. 


NORTH CAROLINA 


Asheville, WISE-TV py 92 Haywood St. 40,000 
w Sce: RETMA & sta. Cls. A hr. $150, min. 
$30, ID $15. George Norman Jr., g.m. & nat. 


sls. m. 

Asheville, WLOS-TV (13) 288 Macon Ave., 326,- 
235 b&w Sce; sta. Cls. A hr. $450, min. 90, 
ID $45. Charles B. Britt, exec. v.p.; Henry Joe 
Britt, rgnl. sls. m. 

Charlotte, WBTV (3) 1 Jefferson Pl. 580,934 
b&w Sce: sta. 934 ¢. Cls. A hr. $1,000, min. 
$200, ID $100. Kenneth I. Tredwell Jr., v.p. & 
mng. d.; Wallace J. Jorgenson, asst. m. d. 
chg. sls. 

Charlotte, WSOC-TV (9) 2221 N. Tryon 
443,900 b&w Sce: sta. 2,000 c. Cls. A hr. $900. 
min. $225, ID $112.50. Larry Walker, p. & 
g-m.; C. George Henderson, exec. v.p. 

Durham, WTVD (11) 1750 Newton Rd. 324,460 
b&w Sce: sta. Cis. A hr. $550, min. $110, ID 
$55. Harmon L. Duncan, v.p. & g.m.; Mike 
Thompson, nat. sls. m. 

Fayetteville, WFLB-TV (18) 1332 Bragg Blvd., 
Box F12. 20,000 b&w Sce: sta. Cls. A hr. $150, 
min. $30, ID $20. William D. Bailey, m.: 
W. B. Belche, c.m. 

Greensboro, WFMY-TV (2) Phillips Ave. at 
White St. 492,096 b&w Sce: RETMA 274 c. 
Cls. A hr. $800, min. $160, ID $80. Gaines 
Kelley, g.m., Joe E. ke, sls m. 

Greenville, WNCT (9) Evans St. extension. 195,- 
000 b&w Sce: sta. 100 c. Cls. A hr. $400, min. 
$100, ID $40. A. Hartwell Campbell, g.m.; John 
G. Clark Jr., ¢.m. 

Raleigh, WNAO-TV (28) 2128 Western Blvd. 
140,250 b&w Sce: sta. 80 c. Cls. A hr. $375, 
min. $6°, ID $32.50. G. Roger Bower, v.p. & 
g.m.; Joseph F. McGinley, loc. sls. m. 

Raleigh, WRAL-TV hay! sees Hillsboro St. 340,- 
000 b&w Sce: sta. 900 Cls. A hr. $600 
min. $120, ID $60. Fred Fletcher, v.p. & g.m.: 
Fletcher Turner, nat. sls. m. 

Washington, WITN (7) Highway 17 S. 211,289 
b&w Sce: sta. 350 c. Cls. A hr. $325, min. 
$65, ID $32.50. W. R. Roberson Jr., p. g.m; 
T. H. Patterson, v.p. chg. sls. 

Wilmington. WMFD-TV (6) 223-225 Princess St. 

Radio Bk'g. 172,000 b&w Sce: aa. 55 fs 
s. A br. $350, min. $70, ID $35. R. 
Dunlea Jr., p. & g.m. Claud O’Shields, = 

sls. m. 

Winston-Salem, WSJS-TV (12) 419-21 N. Spruce 
St. 639,648 b&w Sce: ARF & RETMA. 675 c. 
Cls. A hr. $600, min. $100. ID $50. Harold 
Essex, v.p. & g.m.; Harry B. Shaw, g. sls. m. 





John Garfield, a member of the wiw- 
Tv Cleveland sales staff since 1955, 
has been appointed local sales man- 
ager of the station, it has been an- 
nounced by Ben Wickham, managing 
director. Mr. Garfield is a veteran of 
more than 15 years in the broadcast- 
ing field. 


NORTH DAKOTA 

Bismarck, KBMB-TV (12) Frank Fitzsimonds, 
m.; W. L. Hurley, Se chg. sls. Satellite of 
KXJB-TV Valley 

Bismarck, KFYR-TV &) = Fourth St. 55,- 
900 b&w Sce: ARF & sta. Cls. A hr. $275 
min. $60, “4 Se Cal Culver, st.m.; A. L. 
Anderson, g. sls. 

Dickinson, KDIX-TV_ (2) 119 Second Ave. W. 
30,500 b&w Sce: RETMA & Nielsen Cls. A 
hr. $150, min. $30, ID $15. Orville F. Burda, 
g.m.; James O'Leary, sls. m. 

Fargo, WDAY-TV (6) 207 N. Fifth. 92,679 
b&w Sce: RETMA & sta. 350 c. Cls. AA hr. 
$450, min. $90, ID $45. Tom Barnes, g.m. 

Grand Forks, KNOX-TV (10) Box 1110, State 
Mill Rd. 40,000 b&w Sce: sta. 25c. Cls. A hr. 
$200, wm. $46, ID $15. Robert C. Lukkason, 
nat. sls. 

Minot, KCJB-TV (13) 15-A W. Central Ave. 
29,000 b&w Sce: sta. Cls. A hr. $175, min. 
$35. John W. Boler, p. & g.m.; Chester Rietan, 


¢.m, 

Minot, KMOT (10) , aoa Fourth St., 
William Ekberg 

Valley City, KXJB-TV (4) 4000 W. Main St., 
Fargo. 160,000 b&w Sce. Nielsen & sta. 400 c. 
Cls. A Le oa = » Rs, ID $62.50. John ¥. 

Boler, . L. Hurley, v.p. chg. sls. 
Williston. KUMV LEV. (8) Satellite of KFYR-TV 


Bismarck. 


Bismarck. 


OHIO 

Akron, WAKR-TV (49) Television Center, 853 
Copley. _ “y b&w Sce: sta. Cls. A hr. $300, 
min. $60, ID $30. el G. Berk, v.p. & g.m. 
Kenneth uM Keegan sls. 

Cincinnati, WCPO-TV @ 2345 Symmes St. 
850,800 b&w Sec: NARTB. Cls. A hr. $1,300, 
min. $150, ID $50. in C. Watters, v.p. g-m.; 
Glenn C. Miller, asst. g.m. & sls. m. 

Cincinnati, WKRC-TV (12) 8th & Broadway, 
543,524 b&w Sce: sta. 1,000 c. Cls. AA hr. 
$1,200, min. $300, ID $150. David G. Taft, 
exec. v.p. & g.m.: Roger B. Read, g. sls. m. 

Cincinnati, WLW-T (5) 140 W. 9th St. 784,800 
b&w Sce: sta. 5,000 c. Cls. A hr. $1,000, min. 
$200 ID $100. R. E. ie p. & g.m.; James 
T. “Steve” Crane, sls. 

Cleveland, KYW-TV (3) 816 ~~ a. ed 
1,210,000 b&w. Sce: Nielsen 
, A hr. $1,100, min. $240, ID $126, Rolland 

V. Tooke, v 2. & gm. ; Albert P. Krivin, sls. m. 

S (5) Euclid at 30th. 1210, 006 


Cleveland, WEW 
b&w Sce: EMA & sta. Cls. A hr. $1,060, min. 
$350, ID $150. James C. Hanrahan, g.m.; John 
H. Foley, loc sls m 

Cleveland, wiw-TV. (8) Rng A tary Ave 1- 
200,000 b&w Sce: sta. AA hr. 2,000, 


min. $525, ID $263. Ben ‘Wickhan ody "a: 
Peter Storer, g. sls. 
Columbus, WBNS-TV (10) 33 N. wy a eg 
ARF & sta. Cis. oe 
i A $10, a) $60. ap A. Borel "es. d.: 


omas, sls. 

Columbus, WLW-C (4) 3165 Olentangy River 
Rd. 519,000 b&w Sce. Nielsen & sta. 2,000 c. 
Cls. A hr. $700, min. $70, ID $30. James 
Leonard, v.p. & ¢.m.; Gregory Lincoln, sls. m. 

Columbus, WTVN-TV (6) 753 Harmon Ave. 
437,239 b&w Sce: sta. Cls. A hr. $563, min. 
$140, ID $56. J. W. McGough, g.m. Charles 
Dwyer, loc. sls. m. 

Dayton, WHIO-TV (7) 1414 Wilmington Ave. 
511,310 b&w Sce: sta. Cls. A hr. $770. min. 
$150, ID $55. Robert H. Moody, g.m.; Walter 

Wolaver. c-m 

Dayton, WLW-D (2) 4595 S. Dixie Hwy. 458,120 

b&w Sce: Nielsen & sta. *c. Cis. AA hr. $800, 


mie. $175, ID $70. George Gray, g.m.; Dale A. 


tina, WiMA-ry 25, 1424 Rice Ave. 16,487 
b&w Sce: A hr. $200, min. he 2 ID 
$20. Robert" ve Maeck, vp. & g.m.; J. 
Spring, tv sls. 

Steubenville, WSTV-TV (9) 428 Market St. 1,- 


045,580 b&w Sce: N 
my $112.50, ID $50. John J. 
& g.m. ; Josep’ . Troesch, asst. g.m. 

Toledo, WSPD-TV (13) 136 Huron St. 406,000 
b&w Sce: ARF & sta. 300 c. Cls. A hr. $1,000. 
min. $170, ID $85. Allen L. Haid, v.p. & 
mng. d.; Bill Ashworth, nat. sls. m. 

Youngstown, WFMJ-TV (21) 101 W. Boardman 
St. 180,304 b&w Sce: sta. 150 c. Cis. A hr. 
$400, min. $80, ID $40. ew 3 ze a Jr., 
p.; Mitchell Stanley, st. &s 

Youngstown, WKBN-TV QQ). "3930 y a Blvd. 
202,581 b&w Sce: sta. 300 c. Cls. A hr. $450, 
min. $90, ID $45. W. P. Williamson Jr., p. & 
g-m.; J. wden, st. d. 

Youngstown, WKST-TV (45) Shady Run Rd., 8. 
W. Townsend, p. & g. m.; Robert C. Harnack, 
sls. & prod. m. 

Zanesville, WHIZ-TV (18) Lind Arcade Bldg., 
S. 5th St. 51,349 b&w Sce: sta. Cls. A hr. 
$150, min. $30. ID $15. Allan Land, mng. d.; 
Nate Milder, sis. d. 


OKLAHOMA 
Ada, KTEN Ge Be 642. 99,063 b&w Sce: sta 
500c. Cls. A . $225, min. $30, ID $15. Bill 
Hoover, p. oan. ; Brown Morris, v.p. & 


st. m. 

Ardmore, KVSO-TV (12) 114 N. Washington, 
84,847 b&w Sce: sta. 42 c. Cls. A hr. $150, 
min. $30, ID -. a Easley Riesen, g.m.; 
Gordon E. Lack, 

Enid, KGEO-TV (5) “206 E. Randolph, Box 1589. 
370,000 b&w Sce: sta. Cis. A hr. $600, min. 
$120, ID =. George Streets, st. m.; Charles 


Keys, sls. 

Lawton, KSWO0-TV (7) Box 699. 78,312 b&w 
Sce: sta. Cls. A hr. $150, min. $30, ID $15. 
Emmett L. Keough, g.m.; Al Shore, sis. m. 

Oklahoma City, KWTV $ 7400 7Y\" Blv4. 
870,757 b&w Sce: sta. c. Cis. hr. $900, 
— $225, ws $112. 50. “Kacar = Bein vp. & 

Fred L. Vance, sls.m. 

Ollahoma City, ago! (4) 500 E. Pym Rd. 
360,000 b&w Sce: 750 c. Cls. AA hr. $950, 
mag $240, ID $120. . Raymond W. Welpott, m.; 
Jim Terriel, nat. sls. m. 

Tulsa, pong 4 (6) “ay ' 8. ag age 314,483 baw 
Sce: sta. *c. Cls. . $825, min. $200, ID 
$100. Cc. inichdele ag v.p. & g.m.; George 


Stevens, c.m. 

Tulsa, KTUL-TV (8) P.O. Box 9697. 319,312 b&w 
Sce: sta. Cls. AA hr. $600 min. $120, ID $60. 
Mike Shapiro, v.p. & mng. d.; Bill Swanson, 


c.m. 

Tulsa, KVOO-TV (2) 3701 S. Peoria. 319,312 
b&w Sce: Pulse & sta. 350 c. Cls. A hr. $750, 
min. $175, ID $87.50. C. B. “Brownie” Akers, 
exec. v.p. & g.m.; John Devine, ¢.m. 


OREGON 


Eugene, KVAL-TV (13) Box 548. 98,471 b&w 
Sce: sta. ec. Cls. A hr. $225, min. $45, 
ID $23. 8. wi McCready, g.m.; Phil George, 


sls. 

Klamath’ Falls, KOTI-TV (2) Box 732. 19,527 
b&w Sce: ARB&RETMA Cis. A hr. $150, 
min. $30, ID yh Walter R. Richartz, st. m. 

Medford, KBES-TV (5) Box 1189. 42,078 b&w 
See: ApBARETMA Cls. A hr. $250, min. $50, 
ID $25. Jerold R. Poulos, st.m.; Edward 
Barnett, sls.m 

reas, KGW-TV (8) Broadcast House, 1139 

18th Ave. 393,145 b&w Sce. sta. 1,100 c. 
Gls. A hr. ose, min. $150, ID $75. Walter E. 
taff, st. ; John H. Pindell, sls. m. 

Peta KPTV ‘ (12) 738 S.W. 20 Place. 483,000 
b&w Sce: sta. F00c. Cls. A hr. $700, min. $120, 
Frank J. Riordan, v.p. & g.m.; Donald 


E. Tykeson, sls. m. 
Portland, KOIN-TV (6) 140 S.W. Columbia St. 
b&w Sce: ARF. 200 c. C. Howard Lane, 
v.p. & mng. d. John L. Palmer, nat. sis. m. 
Roseburg, KPIC (4) Box 670, Blanton Heights, 
Eugene, 14,832 b&w Sce: sta. Cls. A hr. $150, 
min. $30, ID $15. Aaron Boe, st. m. & sls. m 
Optional satellite to KVAL-TV Eugene. 


PENNSYLVANIA 


Altoona, WFBG-TV (10) 1320 llth Ave. 414,000 
b&w Sce: sta. *c. Cls. AA hr. $750, min. $170, 
. $75. Frank Palmer, g.m.; William Krough, 
sis. 

Erie, WICU-TV (12) 3514 State St. 309,000 b&w 
Sce: sta. 900 c. Cis. A hour. $700, min. $140, 
ID $70. Ben McLaughlin, g.m.; Bob Lun- 


quist, c.m. 
Erie, WSEE (35) 1220 Peach St. 72,365 b&w 
Nielsen & sta. Cls. A hr. $300, min. $60, 
Cecil M. Sansbury g.m.; Roger Garrett, 
asst. g.m. sis. 
we yy WHP-TV (55) 216 Locust St. 340,- 
000 b&w Sce: sta. *c. Cls. A hr. $325, min. $65, 
» $32.5 50. R. A. “Dick” Redmond, g.m.; Mrs. 
Redmond, bus. & c.m 
Harrisbare, WTPA (27) 3235 Hoffman St. 285,- 
000 b&w Sce: sta. 625 c. Cls. A hr. $385, min. 
$75, ID $37.50. Donald W. Wear, g.m.; Allan 
Solada, sls. m. 


December 2, 1957, Television Age 


69 








Johnstown, WARD-TV (56) Porch Bldg. 60,000 
b&w Sce: sta. Cls. A hr. $200, min. $37.¢ 
Richard J. Butterfield, g.m. & sls.m. 

Johnstown, WJAC-TV (6) 329 Main St. 1,118,- 
567 b&w Sce: EMA. 540 c. Cls. A hr. 
$900, min. $225, ID $112.50. Alvin D. Schrott, 

. p. & g.m.; John Hepburn, sls.m. 

Lancaster, WGAL-TV oe | Lincoln Hwy. 
917,320 b&w Sce: sta. 1,500 c. Cls. AA _ 
$1,200, min. $240, ” "gi20. Clair R. Mc- 
Collough, p. & g.m.; J. Robert Gulick, asst. 
g.m. che. sis. 

Lebanon, WLBR-TV (15) R.D. N. 5 Television 
Hill. 278,044 b&w Sce: sta. *ce. Cls. A hr. 
$200, min. $46, ID =e. Joe Zimmerman, g.m. 
Dave Miller, opertns. 

New Castle, WKST-TV ts) Rasy Shady Run 

hr. 1} min. ere, 


Philadelphia, WOAU-TV (10) City Line & Monu- 
ment Ave. 1,854,140 b&w Sce: sta. 12,000 c. 
Cls. A hr. $3,250, min. $750, ID $375. Donald 
W. Thornburgh, p. & g.m.; Robert M. Mce- 
Gredy, v.p. chg. tv sls. 

Philadelphia, WFIL-TV (6) 4532 Market Sts. 
2,235,000 b&w Sce: sta. *c. Cls. AA hr. $3,200, 
min. $750, ID $375. George A. Koehler, st.m. ; 
Kenneth W. Stowman, sls.m. 

Philadelphia, WRCV-TV (3) NBC Bldg., wed 
Walnut St. 2,090,000 b&w Sce: sta. 10, "000 
Cls. AA hr. $3,200, AAA 20 sec. $825, AAA $10 
sec. $415. Lloyd E. Yoder, v.p. & g.m.; Theo- 
dore Walworth Jr., sls.d. 

Pittsburgh, KDKA-TV (2) 1 Gateway Center. 
1,285,000 b&w Sce: SRDS. 1500 c. Cls. A 
hr. $1,700, min. $350, ID $175. Jerome R. 
Reeves, m.: John G. Stilli, sls. m. 

Pittsburgh, WIic ap 700 Ivory Ave. Cls. A hr. 
$1,500, min. — ID $150. Robert A. Morten- 
sen, g.m. r D. Rice, sls.m. 

Scranton, WARMCTV (16) 333 Madison Ave. 300,- 
000 b&w Sce: sta. Cls. A hr. $225, min. $45, 
ID $22.50. William a v.p. & st. m.; Sam 
Feigenbaum, c.m. 

Scranton, WDAU-TV (22) 1000 Wyoming Ave. 
$20,000 b&w Sce: sta. 500 c. Cls. A hr. $600, 
—_ $125, ID $62.50. — L. heen g. 

Anton “Tony” Moe, sls. 

Wilkes-Barre, WBRE-TV (3s) 62 "S. ‘we 
St. 320,000 b&w Sce: sta. 500 c. Cls. 
$525, min. orl ID $52.50. David M. Balti. 
more, v.p. & g Ernest Lewis. sls. m. 

Wilkes-Barre, WiLK- TV (34) 8&8 N. Franklin 
St. 360,000 b&w Sce: sta. Cls. A hr. $375, 
min. $75, ID $37.50. Roy E. Morgan, exec. 
v.p.; Thomas P. Shelburne, mng. d. 

Williamsport, WRAK-TV (36) Winter 1957 

York, NOW-TV (49) Cls. A hr. $200, min. 
$37.50. Richard E. Burg, st. m. & e.m.; J. 
Edward Schwalm, sls. prom. m. 

York. WSBA-TV (43) S. Queen St.. Extended. 
138,480 b&w Sce: Metropolitan Edison. Cls. 
A hr. $200, min. $37.50. ID $20. Louis J Appell 
Jr., p.; Robert M. Stough, sls. m. 


RHODE ISLAND 

Providence, WJAR-TV (10) 176 Weybosset St. 
1,404,002 b&w Sce: sta. 3,000 c. Cls. AA hr. 
$1,300, min. 7, ID $150. J. S. —— Sin- 
clair, st.m.; Ed Boghosian, nat. sls. 

Providence, WPRO-TV (12) WPRO ‘Bide. 24 
Mason St. 1,404,202 b&w Sce: sta. Cls. A 
hr. $1,100, min.. $225, ID $113. William S. 
Cherry Jr., p. 


SOUTH CAROLINA 

Anderson, WAIM-TV (40) 321 Kingsley Rd. 
Cls. A hr. $150, min. $30, ID $18.75. Glenn P. 
Warnock, g.m.; John McCallum, sls. m. 

Charleston, WCSC-TV (5) 485 East Bay. 
b&w Sce: sta. *c. Cls. A hr. $300, min. $75, ID 
$35. Roland Weeks, =. 2 4 sls. m.; Ralph E. 
Thornley, loc. & ren 

Charieston, WUSNTTY ‘@ ‘Sex 879. 200,000 b&w 
Sce: sta. 1,000 c. Cls. A hr. $300, min. $75, ID 
$25. J. Drayton Hastie, p., z.m. & sls. m. 

Columbia, WIS-TV (10) 1111 Bull St. 189,817 
b&w Sce: Nielsen & EMA. 200 c. Cls. AA 
ad ae. min. $110, ID $55. Charles A. Batson, 

d.; Taw Epps, sis. m 

Columbia, WNOK-TV (67) 1811 Main St. 110- 
000 b&w Sce: sta. *c. Cls. A hr. $200, min. $45, 
TD $20. H. Moody McElveen Jr., v.p. & g.m., 
David C. Phillips, sls.m. 

Florence, WBTW (8) New Casua Ferry Rd 
160,324 b&w Sce: sta. *c. Cls. A hr. $300, min. 
$60, ID $30. J. William Quinn, mng. d.; John 
H. Brock, sls. m. 

Greenville, WFBC-TV (4) 505 Rutherford St. 
330,402 b&w Sce: ARF & EMA. 100 c. Cls. A 
hr. — min. - ID $60. Kenneth Beach- 
board, ; R. Q. Glass Jr., c.m. 

dipavtanbars: WwSbATY (7) 224 E. Main St. 
305,380 b&w Sce: EMA. 300 c. Cls. A hr. 
$500, min. $125, ID $62.50. Walter J. Brown, 
p. & g.m.; Charles Bell, nat. sls. m. 


SOUTH DAKOTA 

Aberdeen, KDHS (9) Dec. 1, 1957 

Florence, KDLO-TV (3) Satellite of KEILO-TV 
Sioux Falls. 

Rapid City, KOTA-TV (3) Duhamel Bldg. 
25,162 b&w Sce. RETMA & sta. Cls. A hr. 
$150, min. $25, ID $12. Helen S. Duhamel, 

. & g.m.; Jack A. Crowley, sls.m. 
Reliance, KPLO-TV (6) C. J. Johnson. st. m. 
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W. P. Baker has been named program 
director of WMBD-TV Peoria by Robert 
O. Runnerstrom, general manager of 
the station. Mr. Baker has been af- 
filiated with wymr-tv New Orleans, 
WBRZ-TV Baton Rouge and, most re- 
cently, was program director of KLFY- 
tv Lafayette, La. 


Semi satellite of KELO-TV Sioux Falls. 
Sioux Falls, KELO-TV (11) Phillips at 8th. 
218, 536 ‘a4 Sce: RETMA. Cls. A hr. $400, 
min. $90, ID $45. E. A. Nord, g.m. & e.m. 


TENNESSEE 
Chattanooga, WDEF-TV (12) Volunteer .. 
Georgia Ave. 235,821 b&w Sce: RETMA 
e. Cls. A hr. $450, min. $100, ID $50. Harold 
E. “Hap” Anderson, g.m.; Otis H. Segler, sls. 


m. 

Chattanooga, WRGP-TV (3) 1214 McCallie Ave. 
239,004 b&w Sce: sta. 1,100 c. Cls. A hr. $400, 
min. $80, ID —" R. G. Patterson, p.; George 
P. Moore, sls. 

Jackson, WDXI-TV (7) Aad ae - Bldg. 103,750 
b&w Sce: sta. Cls. hr. _ ean. $50, 
ID $25. John E. North, vp. & 

Johnson City, WJHL-TV (11) _ > 1080, 145 W. 
Main St. 185,316 b&w Sce: sta. Cls. A film 
hr. $300, min. $60, ID $30. W. H. Lancaster 
Jr. v.p., g-m. & sls. m. 

Knoxville, WATE-TV (6) 612 Gay St. SW 
227,166 ig A Sce. - *c. Cls. AA hr. $600, 
_ am, ID $60. W. H. | eee v.p. & 

J. McCloud. sls. 

Sheenviiie, WBIK-TV (10) 1513 Hutchison Ave. 
230,113 b&w Sce: Sta. *c. Cls. A hr. $600, min. 
$120, ae $60. John P. Hart, > g.m. & nat. 
sls. R. S. Quinn, loc. sls. 

Keenville, WTVK (26) Sharp’s Ridge Memorial 
Park Rd. 168,465 b&w Sce: sta. 200 c. Cls. AA 
hr. $300, min. $30, ID $30. John A. Engel- 
brecht, p. & g.m., Charles Palmisano, sls. m. 

Memphis, WHBQ-TV (13) 1381 Madison Ave. 
561,669 b&w Sce: sta. Cls. A hr. $900, min. 
$200. ID $100. W. H. Grumbles, g.m.; Boone 
F. Nevin, sls. m. 

Memphis, WMCT (5) Goodwyn Institute Bldg. 
518,162 b&w Sce: ~, 855 c. Cls. AA hr. $900, 
min. $200, ID $100. H. W. Slavick g.m.; Earl 
Moreland, st. m. 

Memphis, WREC-TV (3) Hotel Peabody Bldg. 
a A hr. $750, min. $150, Hoyt B. Wooten, 

Charles Brakefield, c.m 

Nashville, WLAC-TV (5) 159 4th Ave N. 402,000 
b&w Sce: sta. 500 c. Cls. A hr. $825, min. 
$175, ID $165. T. B. Baker Jr., exec. v.p. & 
g.m.: Robert M. Reuschle, g. sls. m. 

Nashville, WSIX-TV (8) Nashville Trust Bldg. 
380,000 b&w Sce: sta. Cls. A hr. $575, min. 
$100, ID $*5. E. S. Tanner, exec. v.p. g.m.; 
George H. Morris, v.p. & nat. sls.m. 

Nashville, WSM-TV (4) 301 7th Ave. N. 351,974 
b&w Sce: sta. 557 c. Cls. A hr. $825, min. 
$165, ID $75. Irving Waugh, g. m.; H. Bram- 
ham, c. m. 


TEXAS 
Abilene-Sweetwater, KPAR-TV (12) 7400 Col- 
lege Ave., Lubbock. 65,108 b&w Sce: sta. Cls. 
A hr. $200, min. $30, ID $15. Dan Guthrie, st. 
E. A. “Buzz” Hassett, nat. sls. m. 

Abilene, KRBC-TV (9) 4510 S. 14th. 70,031 
b&w. Sce: sta. Cls. A hr. $225, min. $40. 
™ $20. Geo. C. Breeding Jr., st. m.; Bill Fox. 


c.m. 
Amarillo, KFDA-TV be Box 1400. ae 
sow ogi sta. Cls. A hr. $340, min. $70, 
Ed Moore, z.m.; Gene Lewis, sls.m. 
P.% .. KGNC-TV (4) 2000 N. Polk St. 100,900 
b&w Sce: sta. 409 c. Cls. A hr. $340 AA min. 
$85, AA ID $42.50. Bob Watson, st. m.; Bill 


Clarke, adv. m. 

Amarillo, KVII (7) Box 8066, Estate Life Bldg., 
Murry Woroner, p. & g.m. 

Austin, KTBC-TV (7) Box 1155. 192,288 b&w 


Sce: sta. 75 c. Cls. AA hr. ons, min. $105, ID 
eA 50. = ©. C. Kellam, g.m.; O. P. “Bob” Bob: 
itt, g. 

Beaumont, KFDM-TV (6) 1420 Calder Ave. 149,- 
304 b&w Scs: Nielsen & stat. 50 c. Cls. A hr. 
$350 min. $80. ID $48. Mott M. Johnson, 
opertns. m. & c. m.; David Russell, loc. sls. m. 

Big Spring, KEDY-TV (4) 7400 College Ave., 
Lubbock, 63,914 b&w Sce: sta. Cls. hr. 
$150, min. $30, ID $15. Wm. J. Wallace, st. 
m.; E. A. “Buzz” Hassett, nat. sls. m. 

Bryan, KBTX-TV (3) Harry Lee X a st. m. 
Partial satellite of KWTX-TV 

Corpus Christi, KRIS-TV (6) ro “Box 840. 
99,152 b&w Sce: ARB. 250 ec. Cls. A hr. $300, 
min. $75. ID $37.50. * Frank Smith, p.; 
W. M. Ejikner, v.p. che. 

Corpus Christi, KSIX-TV (10) Show Room Bldg. 
108,000 b&w Sce: ARB & sta. Cls. A hr. $300, 
min. $75, ID $37.50. Vann M. Kennedy, p 

g.m; Raymond Dorsey, c.m. 

Dallas, KRLD-TV (4) Herald Sq. 602,525 b&w 
Sce: ARF & sta. 2,000 c. Cls. AA hr. $1,000, 
min. $300, ID $175. Roy Flynn, m.; Gene 
Cuny, c.m 

Dallas. WFAA-TV (8) 3000 Harry Hines Blvd 
620,000 b&w Sce: sta. 1,500 c. Cls. A hr. 
$1,000, min. $250, ID $125. Alex Keese, d.; 
Dick Drummy, c.m. 

El Paso, KELP-TV (13) 4530 Delta St. 97,153 
b&w Sce: sta. 50 c. Cls. A hr. $450, min. $90, 
» $30. Edward Winton. g. m.; Irv Prell, sls. 


EI | Paso, KROD-TV (4) 2201 Rr 110,322 
b&w Sce: sta. 50 e. Cls. A hr. $4.50, min. $90, 
ID $45. Val Lawrence, v.p. & om. ; Dick Watts, 
g. sis. m. 

El Paso, KTSM-TV (9) 801 N. Oregon St. 104, 
400 b&w Sce: El Paso Electtric Co. & sta. 275 
ce Cls. A hr. $325, min. $65, ID $32.50. Karl O. 
Wyler, o. & m.; Roy T. Chapman, v.p. & c.m. 

Ft. Worth, KFJZ-TV (11) 4801 W. Freeway. 
595,023 b&w Sce: SRDS. Cls. A hr. $1,000, min. 
$225. ID $80. — L. Cagle, p. & g.m.; Joe 
Evans. nat. sls. 

Ft. Worth, WBAP- TV (5) 3900 Barnett. 640,000 
b&w Sce: sta. 2,200 c. Cls. AA hr. $1,000, min. 
$225, ID $100. George Cranston, m.; Roy 
Bacus, ¢.m. 

Galveston-Houston, KGUL-TV (11) 11 Video 
Lane, Galveston. 563,384 b&w Sce: sta. 1,200 
ec. Cls. AA hr. $1,200, min. $250, ID $140. Paul 
E. Taft, p. & ¢.m.: Robert S. Wilson, g. sls. m. 

Harlingen, KGBT-TV (4) Box 711. 78,000 b&w 
Sce: sta. Cis. A hr. $300, min. $60 ID $35. 
Troy McDaniel, g.m. & nat. sls. m. 

Houston, KGUL-TV (see Galveston) 

Houston, KPRC-TV (2) 3014 S. Post Oak Rd 
535,000 b&w Sce: sta. 1,000 c. Cls. AA hr. 
$1, 100, min. $250, ID $150. Jack ahaa v.p. & 
g.m.; Jack McGrew, st. m. & c¢ 

Houston, KTRK-TV (13) 4513 Cullen’ Blvd. 5F0,- 
000 b&w Sce: sta. *e. Cls. A hr. $1,000, min. 
= _ $132. Willard E. Walbridge, exec. 

m.; Bill Bennett, ¢.m. 

Larede, KHAD- TV (8) 820 Convent Ave. 14,500 
h&w Sce: sta. Cls. A hr. $187.50, min. $37.50, 
ID $18.75. A. Samuels, asst. m. in chg.; Jim 
Shelton, sls. m. 

Laredo, KLTV (See Tyler) 

Lubbock, KCBD-TV (11) P. O. Box 1507, 5600 
Ave. A. 138,549 b&w Sce: sta. 400 c. Cls. A 
hr. $350, min. $60, ID $30. Robert L. Snyder, 
sec.-treas.; George L. Tarter, v.p. 

Lubbock. KDUB-TV (13) 7400 Colleze Ave. 

146,233 b&w Sce: sta. 500 c. Cls. A hr. 350, 
min. $70, ID $35. W. D. “Dub” Rogers, p.; 
E. “Buzz” Hassett, nat. sls. m. 

Lufkin, KTRE-TV (9) 114% N. First St. 66,918 
b&w Sce: Nielsen & sta. Cls. A hr. $225, min. 
$45, ID $22. Richman Lewin, v.p. & g.m.; 
Murphy Martin, sls..m. 

Midland, KMID-TV (2) Box 2758. 87,494 b&w 
Sce: sta. 100 c. Cls. A hr. $250, min. $50, ID 
$30. Ray Herndon, g.m.; Don Dickerson, ¢.m. 

Odessa, KOSA-TV (7) 1211 N. Whitaker. oe 
b&w Sce: sta. Cls. A hr. $800, min. $60, 
$35. John Vacca, st. m.; Ed Costello, sls. = 

Port Arthur, KPAC-TV (4) Box 3191 Beaumont. 
Cls. A hr. $325, min. $75, ID $45. Julius M. 
Gordon, p. & g.m.; Mack Newbury, sls. m. 


San Angelo, KCTV (8) Box 1941, 44,662 b&w 
Sce: RETMA & sta. Cls. A hr. $200, min. $30, 
ID $16.50. J. H. Hubbard, g.m. & sls. m. 

San Antonio, KCOR-TV (41) 111 Martinez St. 
85,000 b&w Sce: sta. Cls. A hr. $200, min. 
$35, ID $20. Nathan Safir, vp. & g.m 
Ben Tamborello, sis. m. 

San Antonio, KENS-TV (5) Avenue E & 4th st 
381,837 b&w Sce: sta. 688 c. Cls. A hr. $700, 
min. $120. ID $60. Albert D. Johnson, g.m.; 
Wayne Kearl, c.m. 

San Antonio, KONO-TV (12) 1408 N. Saint 
Mary’s St. 380,000 b&w Sce: sta. 400 c. Cls. 
A hr. $560, min. $140, ID $84. James M. 
Brown, v.p. & g.m.; Bob Roth, c.m. 

San Antonio, WOAI-TV (4) 1031 Navarro St. 
381,837 b&w Sce: sta. 688 c. Cls. A hr. $700, 
min. $175, 8 sec. $105. James M. Gaines, p. 
& g.m.; Edward V. Cheviot, c. m. 

Sweetwater, KPAR-TV (see Abilene-Sweetwater) 

Temple-Waco, KCEN-TV (6) 17 S. 3rd St.. 
Temple. 171,550 b&w Sce: RETMA. 175 
Cls. A hr. $350, min. $70, ID $35. Gene 
Lewis, st. m.: Burton Bishop, g.m. 

Texarkana, KCMC-TV (6) Summerhill Rd. 130,- 
000 b&w Sce: Nielsen, Pulse & sta. 250 c. Cls. 


A hr, $260, min. $60, ID $30. Walter M. 














Sia Richard M 
Tyler, HL (7) Box 957, x att, Kilgore Ha Ra 11 110,000 
w Sce: ARF & RETMA. Cls. A hr. 
$400, $60, ID _ Marshall H. Pengra, 
Waco, ‘KCFN-TV (see “Tern 
aco, KWTX-TV (10) 4520 "Bosque Blvd. 139,610 
b&w Sce: oe . A hr. » min. 


RETMA 
$60, ID $30. M. N. Bosti tick, we. & g.m.; = 
M. Brinegar, sls.m.; Boland, n: t. & 

Weslaco. KRGV-TV (6) = Missourd Ave. 76.6 604 
b&w Sce: sta. Cls. A hr. $300, min. $60. ID 
$30. O. L. Taylor, p. & g.m.; Kenneth E. 
Markel, nat. & rgni. ¢.m 

Wichita Falls, KFDX-TV (3) Box 2040, 128, 526 
b&w Sce: Nielsen & sta. 600 Cls. A 
$350, min. $70, ID $42. Howard G. ry. ae 
+2. & g.m.; Bob Walker g. sls. 

Wichita Falls. KSYD-TV (6) Box 2130. Zot 800 
b&w Sce: sta. 600 c. Cls. A hr. $350, min. $70, 
ID $42, Syd Grayson, p. & g.m.; Thomas R. 
Sugars, nat. sls. m. traf. d. 


UTAH 
Salt Lake City, KSL-TV (5) 145 Social Hall Ave. 
ae b&w Sce: Pulse & sta. 400 c. Cls. A 
$600 min. $150, ID $75. D. Lennox Mur- 
a v.p. & m. Edward B. “Ted” Kimball, 


g.sls.m. 

Salt Lake City, KTVT (4) 130 Social Hall Ave. 
212,000 b&w Sce: Pulse & sta. 3,000 c. Cls. A 
hr. $700, min. $180, ID $90. G. Bennett Larson, 


p. & g.m.; Harold Woolley, tv sls. m. 
Salt Lake City, KUTV (2) 179 Social Hall Ave. 


tg b&w Sce: sta. 7 A hr. $600, min. 
$135, ID $60. Brent Kirk, st. m. & g. sls. m.; 
Robert Smith, nat. sis. m. 

VERMONT 


Burlington, WCAX-TV ™ 50 Barrett St. 150,000 
b&w Sce: Nielsen & sta. Cls. AA hr. $450, 
min. $90, ID $45. Stuart T. Martin, v.p. & 
g. m.; John A. Dobson, sls. m. 


VIRGINIA 

Bristol, WCYB-TV (5) Costientend St. 368,870 
b&w Sce: phen & sta. 200 c. Cls. A hr. 
$300, min. $60, ID $30. Robert H Smith, p. & 
g.m.; J. Fey Rogers, v.p. & sls.m. 

Hampton, WVEC-TV (see Norfolk) 

WSVA-TV (3) Rawiey agg 139,- 
617 b&w Nielsen & RETMA. A he. 
a min. “$8, ID $19. ey so, Pp. 

; R. H. “Dick” Johnson, sls. m 

Lonchioons. WLVA-TV (13) Box | 238, 925 Church 
St. 308,675 b&w Sce: sta. Cls. A hr. $300, 
min. $60, ID $30. Philip P. Allen, v.p. & g.m.; 


omas L. Turner, ¢.m. 
— WTAR-TV (3) 720 Boush St. 422, 196 
w Sce: sta. 500 c. Cls. A hr. $875, min. 
$200, 3 ID $100. Campbell Arnoux, p. & g.m.; 


sls. 

Norfolk-Hampton, WVEC-TV ( (i5) a8 W. 2ist 
St., Norfolk. 199,600 b&w Sce. ARB 620 c. Cls. 
A hr. $350, min. $70, ID $35. Thomas P. 
ye p. & g.m.; Harrol A. Brauer Jr., 
v-P. 


Petersburg, WXEX-TV (8) 124 W. Tabb St. 
425,000 b&w Sce: sta. 200 c. Cls. A hr. $700, 
min. $110. Irvin G. Abeloff, v.p., mng. d. & 
nat. sls. m.; George R. Oliviere, loc. sls. m. 

Portsmouth, WTOV-TV or, 1305 Granby St. 
Hr. $124.65, min. D, adh . V. Bamford, g.m.; 
Winston Bright, 

Portsmouth WAVY-TV oe 801 Middle St. Cls. 


A hr. $650, min. $130, ID $65. Carl J. Burk- 
a exec. v.p. & g.m.; Gene Gaudette, g. 
sls. m. 

Richmond, WRVA-TV (12) 5221 Midlothian 
Pike. *c. Cls. A hr. $700, min. $140, ID $70 
Barron ey v.p. & g.m.; James 
Clark Jr., sls. 


Richmond, WTVR. (6) 3301 W. Broad St. P.O. 
Box 5229. 503,317 b&w Sce: ARF. 433 c. Cis. 
A hr. $875, min. $140. ID $70. Wilbur M. 
Havens, g.m. & c.m.; Walter A. Bowry Jr.., 
asst. g.m. & asst. c.m. 

Roanoke, WDBJ-TV (7) Times Bidg.—201 W. 
Campbell Ave. (Box 150) 313,000 b&w Sce; 
sta. 300 c. Cls. A hr. $450, min. $100, ID 
$50. Ray P. — v.p. mng. d.; Blake 
Brown, tv sls. 

Roanoke. WSLS-TV (10) Church & Third St. 
SW. 402,000 b&w Sce: Nielsen & sta. 1,000 c. 
Cls. A hr. $500, min. $100, ID $50. James H. 
Moore, exec. v.p.; Horace S. Fitzpatrick, asst. 
m. & c.m. 


WASHINGTON 
Bellingham, KVOS-TV (12) 1115 Ellis St. 342,- 
875 b&w Sce: RETMA & sta. Cls. A hr. 
$550. min. $137.50, ID — Dave Mintz, g. m.; 


Elsethagen, sls. 

Ephrata, KBAS-TV (43) Semen Schroeder, sls. m. 
Satellite of KIMA-TV Yakima. 

Kennewick, KEPR-TV (19) 3619 W. Clearwater 
Ave. 29,595 b&w Sce: sta. 20 c. Cls. A hr. 
$250, min. $50, ID $30. Monte L. Strohl, g-.m. ; 
Walt Coleman, loc. sls. m. Satellite of KIMA- 
TV Yakima. 

Seattle, KIRO-TV (7) Feb. 8, 1958 

Seattle-Tacoma, KING-TV (5) 320 Aurora Ave.. 
N. Seattle. 588,900 b&w Sce; U. of Washing- 
ton. 1,364 c. Cls. A hr. $1, 100, min. $225, ID 
$115. Otto > Brandt, v.p. g-m ; P. 
Hunter, c. 

Senttle-Tacome, KOMO-TV (4) 100 4th Ave. N., 
Seattle 588,900 b&w Sce: U. of Washington. 


1,364 c. Cls. A hr. $1,125, min. $230, ID $115. 
W. W. Rg exec. v.p. & g.m.; Bill Hub- 


bach, sls. 
Seattle-Tacoma KTNT-TV (See Tacoma-Seattle) 
attle-Tacoma KTVW (13) a 8th Ave. 





Seattle. 576,000 pew Sce: Cis. A hr. 
$600, min. $125, ID $65. J. Eivoy McCaw, o. 
James J. Hawki gm. & 


ns sls. 

Spokane, KHQ-TV (6) 700 re. Central =e. 
228,025 b&w Go sta. 250 Cls. A hr. $550. 
ay — ” ID $68. 75. Richard oO. Dunning, 

p. Birney Blair, c.m 

Spckane, KREM-TV (2) 4103 8. Regal. 236,000 
b&w Sce: sta. 250 c. Cls. A hr. $600, min. $120, 
ID $90. Robert H. Temple, m. 

Spokane, KXLY-TV (4) 315 W. Sprague. 228,042 
b&w Sce: Inland Empire Electrical League 
& sta. 500 c. Cls. A hr. $600 min. $130, ID $65. 
Richard E. Jones, v.p. & g.m.; James Agos- 


tino, sls. m. 

Tacoma-Seattle, KTNT-TV (11) llth & Grant. 
588,900 b&w Sce: sta. 1,364 c. Cls. A hr. 
$900, min. $205, ID $102.50. Larry Carino, 
m. & sis. d. 

Tacoma-Seattle, KTVW (see Seattle-Tacoma) 

Yakima-Pasco, KIMA-TV (29) Radio & Tele- 
vision Center, Box 702. Yakima. 110,000 b&w 
Sce: sta. 50c. Cls. A hr. $500, min. $100, ID 
600. Thomas C. Bostic, v.p. & g.m.; H. R. Cary, 
g. sis. m. 


WEST VIRGINIA 


Bluefield, WHIS-TV (6) Te 4 130,678 
b&w Sce: Nielsen & EMA. A hr. 
ge — $60, ID $30. po co ‘Shott, st. m. 


eneeletes” WCHS-TV (8) 1111 yt wary 3 St. 
403,000 b&w Sce: sta. 20,000 c. Cls. A hr. $600, 
min. $175, ID $87.50. John T. Gelder Jr., 
v.p. & g.m.; John L. Sinclair Jr., sls. m. 

Charleston, WHTN-TV 

Charleston, WSAZ-TV (see Huntington). 

Clarksburg, WBOY-TV (12) Robinson-Grand 
Theatre Bldg. George H. Clinton, g.m., Rex 
King, rgnl. sls. m. 

Fairmont, WJPB-TV (35) Broadcast Heme, 400 
Quincy St. 35,100 b&w Sce: sta. Cls. 
A hr. $150, min. $28, ID $18. ll “Pabre 
Jr., mng.d. ; H. W. Critchlow, v.p. & c.m. 

Huntington. WCHS-TV (see Charleston) 

Huntington. WHTN-TV (13) Pas & _ 
Arena, 625 4th Ave. 554 b&w Sce 
20 c. Gls. A hr. $600, min. $130 ID $65. Hobert 
&. t Tincher, v.p. & g.m.: O. W. Myers, nat. 
8 

Wantineton, WSAZ-TV (3) 201 Ninth St. 596,800 
b&w Sce: SRDS. Cls. AA hr. $1,000 min. $180, 
ID $90. gel H. Rogers, p. & g.m.; 
C. Tom Garten 

Oak Hill-Beckley, WOAY-TV (4) Box 251, Oak 
Hill. 357,230 b&w Sce: sta. Cls. A hr. $200, 
min. $40, ID $20. Robert - Thomas Jr., o. & 

g-m.; Vic. Ludington, sls. 

pacbescbume, WTAP (15) 121. Ww. 7th St. 18 
b&w Sce: sta. Cls. A hr. $150, ae $25, 
$12.50. Milton Komito, st. m. & sls. m. 

Wheeling, WTRF-TV (7) 1329 Maarket St. 
338,300 b&w Sce: sta. 1,000 c. Cls. A hr. $600 
min. $120, ID $60. Robert W. Ferguson, exec. 
v.p. & g.m.; ham Smith, sls. m. 


WISCONSIN 


Eau Clair, WEAU-TV (13) 2415 S. Hastings 
Way. 135,000 b&w Sce: Nielsen. 100 c. Cls. A 
hr. $300, min. $60, ID $30. Leo Howard, g.m.: 
Wayne F. McNuity, asst. m. 

Green Bay, WBAY-TV (2) 115 S. Jefferson. 
360,000 b&w Sce: sta. Cls. A hr. $400, min. 
$80, ID $40. Haydn R. Evans, g.m.; Robert 
C. Nelson, sls. m. 

Green Bay, WFRV-TV (5) Mason & Roosevelt 
Sts. 377,898 b&w Sce: sta. Cls. A hr. $400, 
min. $80, ID $40. Soren H. Munkhof, exec. 
v.p. & g.m.; Ward O Gage, nat. sls. m. 

Green Bay WMBV-TV (see Marinette) 

La Crosse, WKBT (8) 141 S. Sixth St. 151,500 
b&w Sce: CBS Cls. AA hr. $360, min. $72, 
ID $36. Howard Dahl p. & g.m.; Robert Mor- 


rison, sls. m. 

Madison, WISC-TV (3) 114 N. Carroll. 325,000 
b&w Sce: sta. 1,000 c. Cls. AA hr. $550, min. 
$110, ID $55. Ralph O’Connor, sec. & g.m.; 
Richard Knickeson, sls. m. 

Madison. WKOW-TV (27) 215 W. Washington 
Ave. 131,250 b&w Sce: sta. *e. Cls. A hr. 
$280, min. $56, ID $28. Ben F. Hovel, g.m.; 
Robert Loomer. loc. sls. m. 

Madison, WMTV (33) Box 168. 168, 000 b&w Sce: 
sta. 372 c. Cls. A hr. $325, min. $65, ID $33. 
ge A. Bartell, p.; Peter P. Theg. g.m. & 
sls. m. 

Marinette-Green Bay, WMBV-TV (11) Radio- 
Television Park, Wells St., Marinette. 211,440 
b&w Sce: sta. Cls. A hr. $300, min. $60, ID 
$30. Joseph D. Mackin, g.m.; William R. 
Walker, tv _m. 

Milwaukee, WISN- TV (12) 759 N. St. 
694,500 b&w Sce: sta. Cls. A hr. a, 000 
min. $200. ID $100. John B. Soell, d. & st. m.. 
Richard E. Shireman, Joc. sls. m. 

Milwaukee, 212 W. Wisconsin 

: sta. 4,000 c. Cls. A 
hr. $600, min. $110, ID $55. Dean McCarthy, 
asst. to p. & pgm. d.; J. G. “Sandy” Sandison, 


g. sis. m. 
Milwaukee, WTMJ-TV (4) Radio City 720 E. 
Capitol Dr. 781,222 b&w Sce: sta. 220 c. Cls. 


A hr. $1,150, ID $100. Walter J. Damm, g.m.; 
Neale V. Bakke, sls. m. 

Milwaukee, WXIX (19) 5445 N. 27th St. 320,900 
b&w Sce: Nielsen & sta. 1,500 c. Cls. AA hr. 
$800, min. $150, ID $62.50. Frank Shakespeare 
Jr., g.m. Richard P. Hogue, g. sls. m. 

Superior, KDAL-TV (see Duluth, Minn.) 

Superior WDSM-TV (see Duluth, Minn.) 

Vem Pn ag (7) 714 Fifth St. 122,000 

Sce: sta. 500. Cls. AA hr. $350, min. 
$70, ID $35. Richard D. Dudley, g.m. & c.m. 


WYOMING 


Casper, KTWO-TV (2) 1438 N. Durbin St. 
12,500 b&w Sce: sta. Cls. A hr. $150, min. 
$30, ID $15. C. Van Haaften, g.m.: L. Bob 
Berger, sls. m. 

Casper KSPR-TV (6) 3900 E. Second St., Box 
930. Hr. $120, am. $26, ID $12.50. Donald L. 
Hathaway, g.m.; Richard B. Frech, loc. ¢.m. 

Cheyenne, KFBC- TV (5) 2923 E. Lincolnway. 
49,000 b&w Sce: sta. *c. Cls. A hr. $175, min. 
$35, ID $17.50. Wm. C. Grove, g.m.; Charles 
P. Cahill, c.m. 

Riverton, KWRB-TV (10) Dec. 1957 

Sheridan, KTWX-TV (9) Nov. 1, 1957 


ALASKA 


Anchorage, KENI-TV @) Box 1160, Fourth Ave. 
Theatre Bidg. 25,000 b&w See: sta. Cls. A h 
$150, min. $30, ID $15. Alvin O. Brametedt, 
g-m.; William Stewart sls. m. 

Anchorage, KTVA (11) Mt. McKinley Bldg., 4th 
& Denali St. 26,000 b&w Sce: sta. Cls. A hr. 
$150, min. $30, ID $15. a. G. Hiebert, p. & 
g-m.; Claire O. Banks, 

Fairbanks KFAR-TV (2) S12 Second Ave. aoe 
b&w Sce: Pulse. Cis. A hr. $150, min. $30, 
$15. Donald G. Andon, st. m.; Jack tL, 


¢.m. 

Juneau, KINY-TV (8) 231 S. Franklin. 2,250 
b&w : sta. Hr. $60, min. $12, ID $7.20. 
Jerry McKinley, st. m.; Vern Metcalf, loc. 
sls. m. 

HAWAII 

Hilo, KHBC-TV (9) Satellite of KGMB-TV 
Honolulu. 

Honolulu, KGMB-TV (9) 1534 Kapiolani Blvd. 


117,500 b&w Sce: RETMA & sta. Cis. A hr. 
$350, min. $75, ID $37.50. Melvin B. Wright, 
st. > nat. sis. m.; Crockett, g. 


sls. 

Senstaia, KONA-TV (2) 206 Koula. 107,000 b&w 
Sce: sta. Cls. A film hr. $350. min. $75. ID 
$37.50. John D. Keating, p. & g.m.; Jim 
Spencer, nat. sls. m. 

Honolulu, KULA-TV (4) 1290 
Blvd. 103,750 b&w Sce; sta. Cls. A hr. $275, 
min. $50, ID $25. Jack Burnett, exec. v.p. & 
g.m.; Art Sprinkle, sls. m. 

Honolulu, KHVH-TV_ (13) Hawaiian Village 
Hotel. 93,170 b&w Sce: sta. Cls. A min. $60, 
ID $30. Hal Lewis, exec. v.p 

Satellite of KGMB-TV 


Ala Moana 


Wailuku, KMAU (3) 
Honolulu. 
Wailuku, Maui, KMVI-TV (12) Satellite of 


KONA-TV Honolulu. 


GUAM 


Agana, KUAM-TV (8) Box 68. 6,000 b&w Sce: 
sta. Cls. A hr. $120, min. $24, ID $12. John P. 
Barton, exec. d.; Alan K. Abner, opertns. d. 


PUERTO RICO 


Mayaguez, WORA-TV (5) Box 43, Darlington 
Bldg. 37,000 b&w Sce: sta. Cls. A hr. $150, 
min. $29, ID $13. Alfredo R. deArellano Jr., 
p. & g.m.; Reinaldo M. Dupont, asst. m. 


¢.m. 

Ponce, WRIK-TV (7) Dec. 1957 

Ponce, WSUR-TV (9) ~er St. No. 4. 
Mariano Angelet Escudero, g.m 

San Juan, WAPA-TV (4) WAPA Bidg., Box 
2050, 357 Ponce de Leon Ave. 175,000 b&w 
See: sta. Cls. A hr. vgs sm. $55, ID $22. 
Carlos Rivera Cone 

San Juan, WIPR (6) a 1957 

San Juan, WKAG-TV (2) Box 1072, Stop 8, 
Puerto de Tierra, 129,345 b&w Sce: sta. Cls. 
A hr. $300, min. $65, ID $32. Delfin Fernandez, 
g.m.: Osear Reinosa, sls. m. 
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Nabisco (Continued from page 39) 


failed to pay a dividend since its 
founding. And this year, besides the 
regular quarterly dividend, the board 
of directors has voted an extra divi- 
dend of 20 cents per share of common. 

Nabisco was founded on Feb. 3, 
1898. In the Nineties, bakeries 
around the country were beginning to 
merge into sectional groups. Bakeries 
in New England, New York, New 
Jersey, eastern Pennsylvania and 
Maryland formed the New York Bis- 
cuit Co. Cracker bakers in the west 
and south formed the American Bis- 
cuit & Manufacturing Co. Several 
bakeries in Western Pennsylvania and 
the midwest grouped to form the 
United States Baking Co. In Illinois 
and Iowa, a group of bakeries made 
up the National Baking Co. 


Become Largest 


A few years later, the above four 
companies and several smaller ba- 
keries were joined to form National 
Biscuit Co. With the merger, Nabisco 
became the biscuit and 
cracker manufacturer. It has_ re- 
mained so ever since. 

A nationwide sales and distribution 
force was established. The traditional 
American cracker barrel was rapidly 
giving way to neatly wrapped small 
packages of crackers and cookies. 

The first packaged cracker was the 
Uneeda biscuit. It became the first 
nationally advertised and distributed 
brand-name bakery product. 

The tremendous success of this 
packaged cracker touched off a revo- 
lution in the food industry. Paper 
bags and bulk containers went into 
discard. Packaged, brand-name prod- 
ucts began to fill the grocery shelves 
of the nation. 

The packaging revolution paved 
the way for the self-service food mar- 
kets which cover the country today. 

Since its founding, Nabisco has 
expanded impressively in the United 
States and has spread its operations 
to several foreign countries. 

There are now 10 cracker bakeries. 
The company also has a large bread 
operation that has been built up 
through mergers. Fifteen bread bak- 
eries, located mainly in the north- 
eastern part of the country, carry on 


largest 
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Nabisco Spot 
Expenditures by Product, 1956 
Dromedary Cake 


Mix $ 983,060 
Dromedary Foods 12,470 
Home Town bread 9,020 
Master Plan bread 142,210 
Milk Bone 77,370 
Milbrook bread 20,320 
Nabisco cookies & 

crackers 3,059,090 
Nabisco Shredded 

Wheat 178,110 
Nabisco Shredded 

Wheat Jrs. 203,670 
Nabisco various 

cereals 166,270 
NBC bread 170,340 
Pal dog foods 23,150 
Ranger Joe cereal 12,930 
Rice Honeys 324,430 
Wheat Honeys 154,060 


Total _. $5,536,500 
(Television Bureau of Advertis- 
ing Estimates) 











a large-scale operation in bread, rolls, 
cakes, donuts and pies under the trade 
name NBC. 

The company is also one of the 
nation’s major cereal manufacturers. 
Nabisco Shredded Wheat bakeries 
operate in Niagara Falls and Oakland, 
Cal. There is a bakery at Battle 
Creek, Mich., for production of Na- 
bisco 100-per-cent Bran. 

There are six company specialty 
bakeries producing Milk-Bone dog 
food, ice cream cones, Holland Rusk 
and pretzels. These plants are located 
in New York, Los Angeles, Dayton, 
Holland, Mich., and York, Pa. 

Behind the vast baking operation 
are several other plants. Three com- 
pany-owned flour mills furnish about 
85 per cent of the flour used by 
Nabisco. The mills are located in 
Toledo, Carthage, Mo., and Cheney, 
Wash. The Toledo mill is the largest 
soft winter wheat mill in the world. 

Two printing and carton plants at 
Beacon, N. Y., and Marseilles, IIl., 
turn out billions of packages for the 
company’s products, along with seals 
and wrappers. There is a modern 
machine shop at Evanston, IIl., for the 
design, manufacture and repair of the 
machinery used in the bakeries. 


If packaging revolutionized the 
baking industry in the beginning, 
machinery has done the same in the 
last decade. In fact, considered by 
many the most important develop- 
ment in the history of commercial 
baking is the band oven. 

Designed and built by Nabisco engi- 
neers, these ovens are as long as a foot- 
ball field. They are capable of produc- 
ing more than five million crackers in 
an eight-hour day—and Nabisco plants 
work a double shift. Dough, spread 
like a carpet, is fed into cutting ma- 
chines and hence into the band oven 
on a moving sheet of steel. Gas 
burners extend across the top and the 
bottom of the metal sheet and, ac- 
cording to timed recipe, cook the 
crackers or cookies to a turn. The 
goods come off the band, go into 
scientific cooling and on to automatic 
packaging machines. 

It takes a sales force of 3,500, a 
fleet of 2,000 trucks and $20 million 
worth of advertising and merchandis- 
ing (more than $7 million of it in 
television) to keep those goods rolling 
from Nabisco to U. S. consumers. 

Outside the U. S. the company has 
operations that cover 95 million more 
potential customers. 

With streamlined production and 
sales methods, Nabisco has managed 
to keep ahead of its industry. 

President Coppers sums up the job 
ahead in this way: 

“We are presently completing a 12- 
year building program which gives us 
what we believe to be the most modern 
production set-up in our industry. 

“Yet, we know that we can’t afford 
to sit still, An everchanging market 
demands a steady flow of new products 
and the development of improved mar- 
keting and distribution techniques. 

“Early next year we will open a new 
research center at Fair Lawn, New 
Jersey. Here we will be able to extend 
our investigations into the whole area 
of improved baking equipment and 
methods, new uses of raw materials, 
new cracker and cookie products. We 
will be able to increase our efforts in 
the field of packaging and new pack- 
aging materials. 

“Advertising will be prominent in a 
stepped-up and more closely integrated 
marketing program. Certainly televi- 
sion will continue to be a major factor 
in our advertising plans.” 





—_— 











In the picture 


The vice president in charge of radio and television at Fuller & Smith & Ross, Arthur E. 
Duram, has been named senior vice president. He is also a member of the board of directors. 
As senior vice president, Mr. Duram will continue in the over-all management of the agency's 
television and radio activities in FSR offices in New York, Chicago, Cleveland, Pittsburgh 
and San Francisco. A new broadcast office will be opened in Beverly Hills on Dec. 1. Head- 
ing it will be Willson M. Tuttle, an agency vice president. Mr. Duram joined FSR in 1950, 
was made a vice president in 1953 and elected to the board of directors in 1955. A graduate 
of the University of Illinois, he has spent most of his business life in radio and tv. He has 
been with radio stations WCBS, WHO, WOC and WHN and with the CBS radio network head- 
quarters. Before joining FSR, he was CBS-TV national sales manager. 





John F. Howell has been named general sales manager of CBS Television Film Sales, 
according to an announcement by Leslie T. Harris, vice president and general manager of 
the department. He replaces Thomas W. Moore, who has gone over to ABC-TV as vice presi- 
dent in charge of sales. Mr. Howell has been an account executive for national sales for CBS 
Film Sales during the last year. He joined CBS Television Film Sales as an account executive 
in the New York office in 1953. Before that he was director of sales and merchandising for 
Paramount Television Productions, Inc., and prior to that he was a vice president at Stephen 
Slesinger, Inc., New York agent for the Zane Grey properties, King of the Royal Mounties 
(under Zane Grey), Winnie the Pooh, Red Ryder and other book, comic and merchandising 
characters. Mr. Howell is a graduate of the University of Wisconsin. 





Joseph J. Weed (left), Weed Television Corp., and John 
Blair of John Blair & Co., have been elected to the board of direc- 
tors of the Television Bureau of Advertising. They were elected 
by station representative members of the Bureau. Mr. Weed started 
in broadcasting in 1933 as general manager and sales representa- 
tive of the New England Network. He and his brother Neal formed 
Weed & Co. in 1936. John Blair founded his firm in 1933. Blair-TV, 
of which he is president, was formed in 1948 to serve major-market 
stations. Mr. Weed will serve as a director of the bureau for two 
years. Mr. Blair will serve for one year. 





Changing networks is Thomas W. Moore, who becomes vice president in charge of sales 
of ABC-TV. For the last five years Mr. Moore has been with CBS-TV. He joined CBS-TV Film 
Sales in 1952 as an account executive on the west coast. He became general sales manager 
with headquarters in New York in 1956. A native of Meridian, Miss., he attended Mississippi 
State College and the University of Missouri. He started his business career as classified ad 
manager of the Meridian Star. During World War II, he was a Navy pilot. After leaving the 
service, he became vice president in charge of advertising and public relations for Forest 
Lawn Memorial Park, Los Angeles. He is married, has two children and lives with his 
family in Darien, Conn. At the same time, Slocum Chapin becomes vice president in charge 
of client relations, a new post at ABC-TV. He reports to Mr. Moore. 





John Woolley has been appointed vice president of marketing at B. T. Babbitt, Inc., 
New York manufacturers of Babo and Glim and other household cleansers, according to an 
announcement from H. H. Shincel, chairman of the executive committee. He moves into the 
position vacated a few months ago by Ward F. Parker, who is now with J. Walter Thompson 
in a marketing capacity. Mr. Woolley takes complete charge of all the company’s sales and 
marketing. For two decades, he was west-coast regional manager for the company. He came 
east to New York in 1953 and was appointed national sales manager. He was appointed assist- 
ant sales director in 1956. Mr. Woolley is a member of the Association of National Advertisers 
and has been active as a committeeman on the Broker’s Relations and Merchandising Com- 
mittee of the Grocers Manufacturing Association. He attended the University of Washington. 
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Three men on a horse: Once upon 
a timebuyer whose name was and, in 
fact, still is Martin Bruehl of Dancer- 
Fitzgerald-Sample, there came a 
chance to own a horse, a yearling 
pacer. And so, Martin who it seems 
carries a rate card in one pocket and 
in the other a copy of the Racing 
Form, called in two other keen judges 
of harnessed horseflesh, Bill Vernon, 
front-running salesman at Blair, and 
Ed Scherick, chief jockey of Sports 
Programs, Inc. The three Madison- 
Avenue Alf Vanderbilts decided to 
combine and buy the harness racer, 
who is described as a brown colt, 
sleek, strong and a shoo-in. 

The yearling was called Widower 
Man, but the new owners decided 
against the name; it lacked a certain 
stability, indeed respectability, that 





they were seeking. They have there- 


fore applied for a new name. Their 
first choice being Prime Time, with 
Spot Carrier to place and Preemption 
to show. 

The owners announce that their 
prized pacer is presently wintering in 
South Carolina and is being prepared 
for its racing debut this spring. That 
great event will take place either at 
the Roosevelt or Yonkers Raceway, 
depending on which of these tracks 
place the most tv time on local sta- 
tions. And Colonels Bruehl, Scherick 
and Vernon have, of course, agreed 
that the colt’s colors will be gray. 


* * * 


Following a recent Radio and Tele- 


vision Executives Society round-table 
discussion, someone was heard to re- 
mark in passing that “toll tv is here 
to come.” 


x a * 


Overheard in an elevator, on the 
way up: “Did you hear about the 
clergyman who has his files marked 
‘Sacred’ and “Top Sacred’!” 


* * * 


What’s in a name? At KOIN-TV 
Portland, Ore., the news director is 
named Tal Tripp and the farm con- 
sultant is Bill Drips. 


* * a 


A news release from Grey Adver- 
tising credits one of the agency’s vice 
presidents, account supervisor B. I. 
“Bib” Brownold, with compiling a 
list of 47 bromides to aid distressed 
ad men who “spend half their time 
thinking about a job, and the other 
half conjuring up ways to get out of 
it.” Here are six selected samplings 
from the list which Brother Bib be- 
lieves will guarantee “to postpone in- 
definitely what should be done today.” 

1. Let’s make a market research 
test first. 

2. You’re two years ahead of your 
time. 

3. Let’s hold it in abeyance. 

4. Put it in memo form. 

5. Let’s form a committee. 
. Let’s all sleep on it. 

Inspired by the above, we have 
created a list of six of our own which 
we now call “Brushoff Bromides.” 
These are for the use of harassed ad 
men, editors and such who are con- 
stantly bombarded with ideas by 
“creative” friends, neighbors and 
relatives and derivatives thereof. These 
B. B.’s are guaranteed to postpone 
indefinitely what shouldn’t be done 
today or ever. 


nN 


. I’m already late for a conference. 
. Great but highbrow. 

. Don’t call me, [ll call you. 

. HIS wife won’t buy it. 

. I'd have to see it under lights. 
. It stinks. 
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WHEELING STEEL CORPORATION 
Operates eleven plants producing over twomillion 
net tons of steel ingots processed into pipe, tin 


and black plate; steel sheets and many by- " 
‘ : : ‘ , 
products. Fifteen thousand earn in excess of 90 “Wheeling Steel is my job—has been for twelve years. I’m just 


million dollars annually. In 1958, the culmination one of 15,000 workers proud to be part of this ‘mine-to-market’ 
‘ . 
ef a 250 million dollar expansion program. operation. It’s hard work but we make good money and buy 
Wheeling Steel—another dynamic factor in this h I h h 3 d I’ d of l 
spiraling market where 11/2 million people spend what we want. get t roug at an . m ready to FOCaX. 
Sear @ billion aanvelly. WIRF-TV influences these WTRF-TV offers me and the wife the major part of our enjoy- 
425,196 TV homes with penetrating impact! ment. Of course, our five year old son is an important part of 
our family picture, too!” 


316,000 watts N B C network color 
—— | 


WHEELING 7, WEST VIRGINIA 





among the outstanding television 


stations we are proud to represent: 


WCAX-TV Burlington, Vermont 
WCSH-TV Portland, Maine 
wBay-tv Green Bay, Wisconsin 
wol-tvy Ames-Des Moines, lowa 
weyrs-tv Bristol, Virginia 
wumr-tv New Orleans, Louisiana 
KBAK-TV Bakersfield, California 


xTvK Phoenix, Arizona 





television station representatives 
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